n Mdivisions and districts in the 
ict control for numerous towns, 
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BOX OFFICE 
PUSH OVERe 


1 “POUR FEATHERS” 
e Silent and with cynchro- 
nized sound effects, made by 
Cooper and Schoedsack, for 
Paramount. You remember 
what they dia with “Chang.” 
You can expect a _ better 
show than “Chang.” We 
saw it in the home office, and 
it’s a box-office tonic that is 
positively different! Thun- 
derously thrilling nature- 
drama of the kind that andi- 
ences get only once in a life- 
time. 
2 “BROADWAX.” The 

e night-club, crook melo- 
drama from the virile pen of 
Phil Dunning that rocked 
Broadway for two years as a 
stage play—now done for 
the talking screen with 
everything added that Stage- 
limitations couldn’t reach. 
It’s a profit-pushover. 

“THUNDERBOLT 

@ Promise your audiences 
everything. Read again what 
Arch Reeve wrote to Publix 
Opinion in the last issue. It's 
UNFORGETTABLE! It will 
make you pull every button 
off your vest and swallow 
every loose tooth in your 
‘head! Bancroft lifts dra- 
matic mountains! 

“COOCOANUTS” With 
4,, ine Four Marx Brothers, 
sending N. Y. Rialto patrons 
into paroxysms of laughter 
that last from the theatre 
exit until the nearest cop 
thinks they’re nuts. Then 
the cop rushes over to get 
turned down on his badge. 
Drollery! Foolishness! Hy- 
steria! Mad Merriment! 
Nothing like it ever before 
attempted on film—and how 
the audiences LOVE IT! It’s 
for SMART audiences, and 
you can SAY SO in your ads 
dumb audiences will love 
it, too!!! 


as 


W 1s announced by David J. Chatkin, General Director of Theatre Manage- 
na fine hot-weather enthusiasm thruout the organization. 
a eonten-| ——_—__—_—— 


7 T(CONSTRUCTION 


theatre management department, as well as 
| 3 tor coming in conjunction with a general tight-| 
Management-organization, has resulted in another avalanche of promo-| 


| 
; 
| 
| 


‘DEPARTMENT 
PROMOTIONS. 


C. C. Hamilton, ponstraction| 
department chief, has been pro- | 
moted to take charge of Publix | 
and Paramount construction 
activities in England, France, 
| Germany and elsewhere abroad. | 
He sailed last week on the S.S. | 
| Majestic. His knowledge of | 
theatre building problems will | 
supply to foreign countries that 
standard of perfection now en-| 
joyed by Publix audiences, and | 
required for perfect audience) 
satisfaction. . 

The domestic construction de-| 
| partment is now headed by Eu-| 


|gene Zukor, Morris Greenberg, | 
and B. B. Buchannan, with its| 
| functions divided in such a man-| 
iner as to insure prompt and ex-| 
| pert completion of every phase of | 
the many delicate problems it} 


[handles daily. Mr. Greenberg | 
will handle the administrative 
| burden, while Mr. Buchannan, 


who had: charge of the con- 
struction of all of the Balaban & 
Katz-Publix Theatres, as well as 
the “Metropolitan,” Boston, 
“Minnesota,” Minneapolis; the 
“Riviera,” Qmaha; “Seattle,” 
Portland, and many other houses, 


will have his scope enlarged to 
cover similar duties for all Publix 
activities in the United States. Mr. 
Zukor will add general supervision 
of this department to his many 
other duties. 


DUNCE BIG PROMOTION-LIST; 
EW DIVISION AND DISTRICTS 
OFFER MORE 0 


WHERE ARE 
THOSE 
LETTERS 
AND PHOTOS @ 


A special letter from Mr. 
Chatkin, supplementing the 
request made in your last 
PUBLIX OPINION, calling 
for photos and letters of 
commendation tor Publix 
Theatres and Paramount 
Pictures has thus far brought 
response from two out af 
one hundred cities. Melvin 
J. Murphy, of Rochester, and 
Arthur Swanke, of Ander- 
son, S. C., complied for first 


and second hoaors in mak- 
ing return. The Deadline is 
only a week distant! 


These letters are NEED- 
ED to serve the purpose of 
portraying our position and 
prestige before the industry, 
the press, and the public, 
thru the columns of “VARI- 
ETY,” which will publish a 
special Publix - Paramount 
Edition, jammed with insti- 
tutional and statistical mat- 
ter, some time in July. This 
material can be then used by 
‘you for further intensified local 

such as screen trail- 
ers, tobby posters, and institu 
tional lines in your newspaper 
ads. Thus, they will scrve a 
double purpose. 

IT IS IMPERATIVE THAT 
EVERY CITY WHERE THERE 
IS A PUBLIX THEATRE, or a 
PUBLIX AFFILIATION, ar- 
range to get letters from lead- 
ing local citizens, heads of or- 
ganizations, officials, etc., and 
forward same to A. M. Bots- 
ford. Not a single town should 
be missing from this list. There 
is no excuse whatever, for not 
complying within the time limit 
set by Mr. Chatkin. 


PPORTUNITIES! 


‘AD - BUDGETS 
‘700 HIGH, IS 
~ WARNING! 


| Déclaring that, despite the ex- 
| travagances of other theatre opera- 
| tors, Publix will sharply tighten 
;up its advertising budgets, Mr. 
| Katz has inaugurated a program 
| of advertising budget cutting that 
| promises to be drastic. 

| “With promiscuous billboard 
ladvertising now limited to special 
selections of locations for special 
| pecasions only,” declared Mr. Katz, 
“advertising budgets have already 
| been cut to a large degree. News- 
lpaper display advertising space, 
| which has grown into a wasteful 
jorgy of habit, will also return to 
| first-principles of merchandising. 
| Ads will hereafter be written and 
| prepared in such a manner as to 
| have attention-arresting value in 
leopy and layout, instead of in 
j merely mammoth size. -Numerous 
| theatres have used huge space 
jsimply because the opposition did 
it. 

“In many towns, where the most 
thoughtful use was made of news- 
paper display space, ads have been 

| highly effective in half the space 
previously used. Thoughtfulness 
|in preparing trailer-copy, poster- 
| copy, and news stories, has like- 
wise resulted in increased busi- 
ness. 
“Lazy minded people have no 
| right to do the public speaking 
| for our theatres,’’ Mr. Katz says. 
“If a ten inch ad will get the 
business, that’s what we should 
| Duy. Simply because opposition 
| might endeavor to force atten- 
tion thru big space is no reason 
why we should follow their lead. 

“We've got the kind of shows 
the public wants. All we have 
to do is let the public know 
when and what we have. There 
is no need for wasteful adver- 
tising expenditures, or even & 
gambling-tolerance in our ad- 
vertising budgets. 


We should know exactly what 
|}mediums to use, and how to 
juse them. It is not even necessary 
| for us to be in every newspaper 
| every day. Rotation of ads is suf- 
| ficient, with the desired publica- 
tions getting the ad copy scheduled 
in the manner that does us the 
|} most good.” 


} 


: 
| 
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EA-EXCHANGE!! SWAP GOOD ONES HERE! 


of this publication is to serve as @ medium for the exchange of workable showmanship ideas! Money-getting, promotion- 


ideas! Give and Take help here! For every helpful contribution you make, you have the opportunity to select from the best 
tds of other crack-showmen in Publix. It’s your chance to get a 1200-to-1 shot on a favorite! The odds are all yours! We'd like 
e from everybody in Publix, does it! And what a Gold Mine PUBLIX 


ps in every issue! A couple of tips from YOU and a coupl 


e to everybody! TAKE TIME TO TELL YOUR OFFICIAL PUBLICATION what you did! Don’t depend on someone else to tell 
binelude it in your weekly report, REPEAT it to PUBLIX OPINION, with full approval of Mr. Katz and all other chiefs. Any- 


do is worth while repeating in this idea-exchange--which spreads your fame and increases your value to the firm. 
ww "W snvuevnevecequeeguuseuntqtuveeeasgeenearUneageeaes ketone NN r 
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MANAGERS MUST REPORT 


AUDIENCE REACTIONS ON 
“SHORTS” TO BOOKERS 


Continuing the senes of articles, started in the last isue of 
Publix Opinion, to promote a better understanding of the choice, 


presentation and exploitation of 


the talking short, Blanche Bray 


Boyle of the Publix Booking Department gives some helpful hints 
on a co-operative working plan between managers and bookers so 
that the latter might provide managers with just that type of shorts 


which is most suited to their re- 
spective communities. - 

“The first thing a doctor does | 
upon visiting a person who is ill} 
is to feel his pulse,’ says Mrs, | 
Boyie. “Your business, with the 
consequential summer .drop in re- 
ceipts might well be called ill and | 


therefore you 
are the doc-! 
tor! Now! 
what is the! 
first thing to} 
do? It is to 
feel the pulse 
of your. au-| 
dience by 


. watching and | 
noting its re-| 
action to your) 
various pro-) 
gram units. 

“Of course 
it is not al- 
ways possible 
to obtain just 

; the . feature 

pictures that you want as contrac- | 

tual obligations preclude our pick- | 
ing the cream and so we have to} 
take the features with lesser 
drawing power and work them in| 
with the box office hits but you) 
can give your business the treat- 
ment it needs by helping the} 
various bookers select the com-| 
edies, acts and novelties that go| 
into the making of your programs. 


“For instance, ‘Born and Law-| 
rence’ have made four Vitaphone | 
acts so if your audiences take the 
first of this series with wry faces, | 
then pass this reaction along to| 
your booker, who will know that | 
this is not the proper stimulant | 
and consequently will not book | 
this team again. 

“Numbers of people may have 
the same illness and yet they may 
not all respond to the same treat- | 
ment and so it is with audiences | 
in different localities. Grand} 
opera numbers, as an example, | 
may go over great in cities that | 
have Latin population and genuine | 
music lovers, while in others the} 
acts are actually hissed. 

“Now if thie booker is not in-| 
formed of this latter reaction he} 
may inadvertently include an act) 
of this type at regular intervals on | 
your schedules and as a result 
your business would just-die for 
lack of proper diagnosis. 

“There are many localities 
where the slapstick, hokum acts} 
are positive riots and yet in other 
situations the audience might con- 
sider such an act as an insult to| 
its dignity and intelligence. Who 
else but the theatre manager can | 


Blanche Boyle 


prescribe for a feeling of this | 
kind? 
“Dramatie sketches are also 


dangerous in certain towns as in- | 
stead of creating the appreciation | 
of dramatic art, for which they are | 
intended, they provoke laughter | 
and ridicule so as a result the! 
proper program balance on that | 
particular bill is lost. 

“Next comes the question of 
classical musie versus jazz. Do 
your audiences appreciate hearing 
the artists such as Mischa Elman 
Reinald Werrenrath, Albert Spald- 
ing and Harold. Rayer, ar do, they 
Pprerer hearing ‘the jazz artists? 
One gooll way to obtain this infor- 
mation is to note the reaction of 
your patrons when acts of these 
types are presented. If there is 
evidence of distate for the elassi-. 
cal nuinbers, your booker should 
know this as there is a sufficient 
variety of acts, from which to, ob- 
tain a well balanced program. with- 
out booking this type subject. The 
same also applies to the jazz num- 


“There are many animal acts 
ventriloquists, juvenile artists, 


|of the theatre manager or the | 


BUILD 2 NEW 


overtures, champion boxers, et cet- | 
era that are seldom used because | 


it is felt that the appeal is limited, 
For instance, only the kiddies 
would enjoy the animal acts} 
whereas a different type audience, 


wouid appreciate Max Schmieling | 
giving « boxing exhibition. There- | 


fore, by constantly cooperating 
with your broker you ean haye' 
these acts worked in suitable fea- 
tures om certain days of the week 
so that there will always be some 
unit on the program that will ap- 
peal to everyone. 


“Phe theatre manager can great- 
ly assist the booker by 


what type entertainment he thinks | 


will please his audience, before | 


} 


the programs are worked up, but? 


there seems to be a tendency on 
the part of some managers to Ps 
their personal reaction rather than | 
that of their audience. But inas-| 
much as the audiences are t 

backbone of the business, the re- | 
action given should be theirs and | 
not the personal likes or dislikes | 


booker. 


“Many problems arise from time | 


judgment on the part of the the- 
atre manager and the booker and 
by the constant cooperation of 


, 
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A 
THRILLER! 


“The audience SHIVER- 
ED, GASPED, THRILLED, 
LAUGHED, APPLAUDHED, 
ATE IT UP and LOVED 
YT ” 

Such is the report of Arch 
Reeve on the audience re- 
action to “The Mysterious 
Dr. Fu Manchu,”’ Paramount 
all talking picture starring 
Warner Oland, Neil Hamil- 
ton, Jean Arthur and 0, P. 
Heggie, at the recent pre- 
view in Hollywood, 

“The picture went over 


' by the following letter from A, (, 


with a bang,” wires Reeve, 
“and is certain to be one of 
the biggest attractions on 
the fall program. Warner 
Oland is tremendous and as 
Fu, the evil genius, has 
given the screen one of its 
outstanding characteriza- 
tions. Rowland Lee's direc- 
tion is superb! The picture 
is brilliantly constructed, 
bristling with thrills and 
gripping with suspense. The 
impressive opening got ap- 
plause and picture’ closes 
with one of the cleverest 
endings I ever saw! 

“Fu Manchu lends itself 
to superlative advertising. I 
believe it is good for long 
runs in every key city.” 

You'll remember that Mr. 
Katz was equally enthused 
over this feature, as_re- 


— in Publix Opinion 
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PUBLIX WILL 


to time, all of which can be work- | 
| ed out by the exercise of careful! | A 


Two new theatres will be built 


both of them. |by Publix, one in Middletown, 


JUDGES SEE “ON TRIAL” 


N. Y., and the other in Ft. Wayne, 
Ind. Both these houses, seating 


; from 2,000 to 2,100 people, will 


| be situated in the heart of their 


To exploit ON TRIAL in Duluth, 
Manager Al Anson invited all) 
judges and court attendants to the 
Lyceum Theatre for a preview) 


showing of the motion picture. In-' 
stead of dismissing the preview) 


with one story, the Duluth Herald 
strung the series out over four 
days, printing each day the opin- 
ion of one of the judges or court 
attendants. 


fiereecly in defense of his 
boss, demands that a wither- 
ing curse be laid upon the 
juniper-berries that give sus- 
tenance to the editorial staff 
ot “Varitey,”’ because that 
publication invariably mis- 
spells the name of Your Edi- 
tov whenever they lift an 
article from PUBLIX 
OPINION. “No matter what 
‘Vairety’ says,” shrieks 
Mickey, “the name is 

like it is in PUBLIX 
OPINION.” He wanted to 


bet that “Vraiety’’ has ex- 
hausted all the possible ways 
to mis-spell the name, pro- 
viding the mis-spellers paid 
him a buck every time they 


| 
- 
| tained 
| Perry, who will erect the theatre. 


respective towns and will be 
equipped for talking and singing 
Pictures with all the modern ap- 
pliances to be found in the large 
de luxe theatres of metropolitan 
centers. 


Preliminary sketches for the 
Middletown theatre have already 
been drawn up by the architects, 
Rapp and Rapp, of N. Y., and 
building operations will start soon 
after the completion of the final 
drawings. Negotiations for the 
sale were handled by T. E. Young, 
Director of Real Estate for Pub 
lix Theatres. The legal side of 
the deal was handied by I. J 
| Wildberg of Publix Legal Depart- 
| ment, 

In Fort Wayne, the lease, ob- 
through Kilbourne and 


is for a period of 25 years. Build- 
ing will start within four months. 
|The architect is A. M. Strauss, 
| Ft. Wayne. 


“The silent picture, as an im- 
portant part of the motion picture 
industry, is doomed by the advent 
of sound,’ declares Mr, Adolph | 
Zukor in a recent issue of “The | 
Film Daily.” “In the future it is 
quite likely that there will be 
some silent pictures, as certain 
types of stories can be told best | 
in the silent form. However, they 
will be the exception and for the | 
most part, I feel confident, the | 
motion picture studios will avail 
themselves of the tremendous op- 
portunities which lie in the use| 
of dialogue, music and dramatic | 
sound effects. To do otherwise 
would be foolish, because the gift 
of sound has been placed in our | 
hands and we already know from 
ae prt ig gr Pts: » yh ab that it| 
n ly an mense asset 
artistically, but also from the reend 
office sta 1 ' 


CAREFUL 
SHORTS 


ing Department is concentrating | — 


its efforts upon the proper presen- 


CHECK PI 
ON TALKIE ) 


tation and exploitation of the talk- | im 


ing shorts, as part of the cam-}> 
| paign reported in the last issue of | p.cu. 


Publix Opinion, is best illustrated |the x 


Cowles, District Booker of Atlan- 
ta, Ga., to Lem Stewart of the 
Home Office Advertising Depart- 


ment, « 

“This office is now receiving 
daily newspapers from every situa- 
tion in this territory,’’ writes Mr. 
Cowles, “and every day we analyze 
the theatre ads. We do not do 
this with any idea of butting in 
as far as exploitation and adver- 
tising are concerned, and we have | 
thoroughly conveyed this idea to) 
the men in the field. We are] 
analyzing them to see that every | 
manager in this territory adver-| 
tises his entire program. When I 
started receiving these ads you no! 
doubt had noticed that the man-| 
agers would take a two column | 
by ten inch ad>to advertise a fea- 
ture and at the bottom. he would 
add a line ‘Novelty Short Sub-/ 
jects" or “Specialties and News-/ 
réels.”’ ; 

‘Whenever I discovered an ad)! 
of this nature I immediately wrote | 
the manager back that such terms | 
as synchronized acts, news, novel- | 
ties, etc. are gone forever from 
this business. Each act is booked 
after careful consideration of the 
proper blending in relation to the, 
program as a whole, and this office | 
ig charged with the responsibility | 
of gceeing that each manager in the 
field advertises his entire prograia | 
by listing each short subject by | 
its proper name not News! 
but Fox Movietone News or Para 
mount News as the case may be; 
not Vitaphone Specialities but a/ 
list of the actual Vitaphone Acts} 
booked, ete. 

“You also, I know, will be in- 
terested when I tell you that I am / 
now sending booking sheets to thd! 
thanagers with only the features! 
and newsreels listed on the book- 
ing sheets AS soon as these go} 
into the territory, I go to the 
town in question and I am ac-} 
companied on these trips by the! 
District Manager having jurisdic-! 
tion over whatever territory le in- 
volved. The District Manager, the 
Theatre Manager and myself then 
sit down and discuss each and 
every program separately, and we 
arrange these programa separate- 
ly with careful consideration to 
each short booked, the running 
time of the short and its ap- 
propriateness in regard to the pro- 
eTam as a unit. 


“We are not booking shorts 
from this office that we have not 
seen. Ali of the District Man- 
agers and myself have given up 
our Week-ends to  screenifigs. 
Week-ends mean nothing to us 
now as far as recreation is con- 
cerned. You realize that since we 
are running all sound programs in 
every major operation in this ter- 
ritory that it is absolutely essen- | 
tial that we screen every short 
subject before we book it in any 
major situation and we are doing 
this. 


“Quite often at these screenings | 


we make discoveries that are! 
somewhat surprising. For in-| 
Stance, yesterday, we screened 


AFTER SEBEN from Paramount, 
in’ which Barton, altho white, | 
takes the part of a negro enter- | 
tainer, and plays as a part of the | 
all-negro cast. You know and I) 
know that this subject will not be | 
acceptable in any theatre in this! 
territory, and for that reason 1! 
am eliminating it from every 
situation as far as my June pro- 
grams are concerned, However, 
if I had not screened this comedy 
I would have considered it an or- 
dinary two reel Christie 

and would have booked it in the 
major situations with no doubt 
serious results,"’ ; 
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ANNOUNCE BIG MR.BOTSFORD 
PROMOTION TELLS HOW 
i «| sYO SEI 


(Continued from page 1) 


Paramount, promoted to Divi- “You're told to ‘Sell’ but do 
sion Manager, New England | h aI, rs A M 
Division, under Division Direc- VOR eR. HOWE.) CARIES: FRE ‘ 
tor J. J. Fitzgibbons. Botsford, General Director of 
‘ et Advertising and Publicity. 
Charles Kurtzman, Manager “Selli Buea ae oy 
-U-A Theatre in Los Angeles, to aa eh ik applies to pa iedt 
be Division Manager in ‘San business, comprises a number oJ 
Francisco, Pacifie Coast Divi- different mediums and methods,” 
sion. he declares. “However, they all 
Robert Weitman, Manager, N. start from the alin ada 
Y. Rialto, promoted to Mana- vO tice no d os bisa baht 
ging-Director, Brooklyn - Para- U must have COMPLETE infor- 
mount, 


GOING HEYWIRE! 


Just a little idea of how Broadway reacted to the Four Marx 
Brothers in “Cocoanuts.” The sidewalk in front of the Rialto Thea- 
tre, where the picture is being shown, is nightly so congested that it 
takes the perspiring efforts of a squad of New York’s finest to keep 
the sidewalk clear for pedestrians. 


ms lel dled * BOOS GEE46G 6%. 
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mation of every sort about. the 
' ithing you are to sell, before you 
can sell: it. If you are not thus 
equipped, you cannot sell fairly or 
convincingly, no matter how, great 


With the promotions already an-| 
| nounced, it is obvious that others) 
will “follow immediately all the’ : 
way down the line. a genius you are, or how many 
ee fe | salegstalents you have. Attractive 
| In addition to this, general’ facis about your merchandise is 
|ehanges in the industry indicate) the only sure-fire ammunition you 
| that within the next few months a) can use. 5 
| great many more promotions will “Therefore, you are urged to Or- 
be required and announced. leanize your staff so that every- 


. SMALL TOWNERS | BOOKING CHIEFS The addition of several new, thing available that offers infor- 
tnerships in Publix, as well as ation, finds its ray int vour 

LEAVE HOME | SWIFT TOUR AID (Mersiniiced poliey of added fites. indexed under the name ol 
FOR TALKIES TO NEW TOWNS theatre construction, some of| the proper attraction. Clip trade- 


: which is already under way, makes} paper ‘reviews, film-company trade 

The contention often made by so the future for Publix personnel) paper ads, publicity stories. man- 
ances of! Messrs. Katz, Dembow, Chatkin, C lee RACES ni} ; -. | look exceedingly bright. With uals, pressbooks, PUBLIX OVIN- 
ted to! Botsford and other Home Office ‘overing 2800 miles im SIX] pyplix operation firmly intrenched| ION and the fan magazines. — File 
full; read and) executives, that the theatre has al days, and holding booking dis- |in public confidence as the highest | ‘tips’ and ‘hunches’ that occur to 
ouehts. From) distinct economic value to the town) ¢ ussions with theatre managers | and most satisfactory type of thea-| you. If you make it a habit to do 
tio that will! in which it is located and to the|/in eleven towns in Indiana, | tT® management, anyone already so, and also to carry a small note- 
Sat the studios! merchants of that town, is borne) ()hio, Illinois and Lone mee the | Connected with the organization is; pad tp jot down notes and things 
Sin) New York,! out by a recent story in “Variety” ee eee wae oe Per | the possessor of a career-asset that |.you see and hear, or ideas that pop 
SEE two new! to the effect that people who live| 7747INS teat accomplished by may well be considered valuable. | into your head, and file them for 
William Saal, head of Publix “The firm policy of ‘promotion| future use, you'll never be caught 


. is’? were|in small towns are leaving home ‘ 
or bion was) for talking pictures and the neigh- buying and booking department, from within’ is constantly being helpless without ammunition if 
Se, as to meth-| borhood merchants are suffering accompanied by his executive as- | demonstrated, and dismissals are your bookings are suddenly 
sound-pro-| accordingly sociate. Burt Kelly. In order te comparatively few except for flag- changed. Designate someone in 
projecting “Inability of small town exhibi Lees ee ey mee OF {tO} vant offense against the organiza-| YOUr theatre’to do this every day, 
tors to wire their houses,” says accomplish it, travel by auto, aif-| tion. This alone places Publix in| a8 a reguiar and important job. A 


résults is ‘Variety,’ “‘with the result that plane, train, boat and even a five! a position apart and above any | fat file cabinet of advance infor- 
mation is INSURANCE for your 


in pro-| theatregoers are going to nearby) mile stretch with’ a horse and| other organization in this indus-) | deco or. Y: 
ik and | cities for talker entertainment, is| wacon, was required. try,’ declared Mr. Chatkin, in ptt nage It is sti despa mondan sE 
in’ the proper | hurting business in the small com- Ka ‘ ; making the announcement. “ey oe macy Po eee Feady to lay 
' develop-| munities because the people shop Che rapid trip. was made | am happy that this condition pre- a Pareaee of high-explosty e fact- 
publicity-and-advertising for your 


Me were revealed in the city also. This condition is| necessary because of the addition} vails, for there is nothing that (os arts 

a . | - 4 - © y - at . i or -OniInS 2 ‘factle aa 

it possible complained of by large adver-| of the Wolf & Young and Fitz-| #!ves me ereater pleasure than to eae arror 
announce promotions for those 


corrections | tisers | patrick & McElroy theatre inter- sth sia 
lj z men whose elforts are making 


“Tf you're armed properly, your 
natural talents, common-sense and 


e Keep this in mind when yo : Nin fey 
al vi me -» Se next ni ra che merchants. of| €StS, aS. well as changes in the! everybody's job in Publix a better Peery pecs eer yes Without 
‘ pro-| your town! | Blank circuit. | job.” Sieg on bln Pee ee 
Ene || “The Hone Office and the local 
palate : PUBLIC W I . & BE exchanges TRY to supply you with 
We been distrib | T AD FREE : advance stills. press-books and 
Beutives in the | ALL MONTH “ ey j FINAL JUDGE ON other material, when you Want it. 
study, with), 3ut vou dare not depend wholly 
itz to amplify || This calendar, used all over the Publix-Lubliner and Trinz circuit, SILENT FILMS upon these sourees. They must 
il és unusually effective because ut casts the theatre nothing, as the mer- —— take eare of a ereat many othe 
ble for a/} chants buy space on the back, and provides a means of keeping at- “The future of the silent picture theatres, too, and perha Bi SOM 
letters to| || tractions before the public for a full month. Spaces for these calendars in this country.’ says Sidney R. other theatre “mManased has beaten 
\ INION ex-/} on a yearly contract, paid in advance, are solicited by high pressure Kent in “Film Daily,’ ‘‘depends; YOU to the best choice ¢ material, 
to to present | theatre managers.. They ure distributed from the theatre and also by upon enough continued demand) 2! temporarily depleted the st 
you n ) the various merchants. Thank Herb Ellisburg from the public to make it profi-) fO Sate-Snare yourself, KEEP A 
table to show this type of enter- FPACT-FILE on every. feature 
) nor ee her em en Se ING tainment. short, nevelty, or attraction, act 
rr “There is no question but that por tidied ci ane agar tat een 
Ora ie nee Ee i ‘i the principal public demand of the . iene offered to the senent 
: rf pwbilre, Chip photos cartcatureés, 


} F Vv e co y is for . ; , 
your all over the country Is TOY trade paper ads, and drawings 


talking and sound pictures. ThisS! phen you'll find that if you’re ever 
is being reflected by the rapid Im- canght with a sudden booking- 
crease in the number of sound iM- change, and are unable to get 
stallations in all classes of thea-| gijjs trailers, posters and press 
them Foon present imdications the’ pook< from) the exchange. your 
demand for talking pictures will PIFE-S\VER is right in your own 
become more and more urgent and! g)e-cabinet. : 3 
the market for silent pictures will “As for campaign-ideas, all you 
steadily decrease. It is probable’ have to do is thumb thru the last 
that this silent demand will never twenty issues of your file of PI B- 
reach zero, even in this country. Ix OPINION and get ‘onose ts 
There will always be some unwired) hunches on any attraction to dyna- 
houses. There may be theater) mite the lethargy of your town. 
eclienteles in certain spots that may : i 

actually prefer silent to sound pic- 


‘tures. There is a further possi- SOPHIE TUCKE R 


| bility, though this is very remote, 


that sereen material may arise H I i S . E M I N 
which is impossible to produce in 

/sound but which is of such strik-| “HONK Y-TONK’”’ 
|ing and original character that a sated 

producer may want to bring it out! Sophie Tucker in “Monky 
| in silent form. Tonk,” a Warner Brothers picture 
. “The silent business at the preS-| that showmen declare to be 
ent time is still of such an import-| another spectacular money-getter! 
ant volume that this company is) Miss Tucker has a miraculous mic- 
releasing practically all of its| rophonie voice, and her mammoth 
product. both in talking and silent} geniality spreads over the screen 
form. We are paying a great deal|in a way that makes her a big- 
of attention to these silent pic-| ger attraction than she ever was 
tures, not merely offering a silent) as a record breaking stage star. 
version of what can be scrapped| Let your audiences know that 
from the sound picture, but actual-| “Soph” is coming to town in 
ly creating quality silent produc-|*'Tonky Tonk.’ It’s almost a 
tions with the aid of a special pro-| cinch you'll be lucky enough to get 
duction staff.” — the picture. Re 


eighborhood 
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oon ee 
SLECTRIC OF BATTERY OPERATED 


we CARRY A COMPLETE LING OF 
SHEET MUSH 


Parmcudar Peopte Cam Find » + venplewe Stock 
et GROCERIES. PRUITS VECETABLES o 


A. §. PENNING TON'S QUALITY GROCERY 
6248 Creetwny 


INSTR 


aed 
VICTOR, COLLBDIA ana 
RECORDS 


QUALITY | SERVICE . SANITARY 


A Wondertul Amortment 0! Steaks, Chops end: 
Checken Serwed ac All Temes 


MINOL’S TOGGERY 


\ COMPLETE LINE OF 


GOLF TOGGERY 


AND 
MEN’S FURNISHINGS 


6219 Broadway 


Try Ona 


Golden Brown Wate 


_business for the balance of the| 


OUTLINES CAMPAIGN TO 
BOLSTER MATINEES FOR 
“SCHOOL CLOSING MONTHS 


Seeking to take advantage of the yearly impetus to matinee 


business occasioned by the closi 
John J. Fried! outlined and put 


5 


ng of schools, Division Manager 
into operation a campaign for a 


Shoppers Bargain Matinee at the Metropolitan Theatre, Boston, 
which bids fair to appreciably increase the gross of that theatre 
during the summer vacation months. 


PUBLIX. OPINION is re- 
producing this campaign in the 
hope that it might be helpful to 
other managers to stage a similar 

: a drive for sum- 
mer business. 
The closing 
date of schools 
varies in dif- 
ferent cities, 
from June 7th 
to June 21. If 
your. schools 
close late, you 
can still put 
this plan in 
operation. It 
they close | 


Matinee Business due to picture 
values following this campaign 
than at other periods of the year. 
This latter point. indicates that | 
such a campaign has considerable 
Institutional value. If this is true, 
then the consistent week to week 
attendance of patrons during the | 
Bargain Price hour will keep our 
theatres foremost in the minds of | 
prospective patrons, Once such 
impression is gained, sales resis- | 
tance’at any time and under any 
circumstance is weakened materi- 
ally. 

“It. will be argued in some 
quarters that a high pressure con- 
centrated campaign of this char- 


early, you canj;acter will tend to oversell the 


2 SCR eS oR 
John J. Friedl enough mate-| 
rial from this campaign to aid you) 
in consistently propping up your! 


summer. In any event, clip this 
campaign and save it for next} 
year. 


How many~theatres will 


big summer policy of pic- 
tures in—O-0-o-l comfort, at 
BARGAIN _ prices? Some 
showmen will do this, and 
pass out printed heralds for 
the kids to read and take 
home. 


“The closing of schools for the / 


Summer vacation throughout the 
country, approximately June 7th, 
causes our business to fluctuate 
in two ways,” declares Division 
Manager Friedl. “First the mat- 
inee grosses increase, second the 
evening grosses fall off. A stndy 
of hourly reports from almost any 
theatre, whether it be a Deluxe 
Unit house or a class B or C op- 
eration, will confirm this. The 
reasons for this fluctuation are 
quite apparent. Regular routine 
in the lives of 


| organized. It 


| and continuing for 3 weeks there- 
plan to have a truck, con- | | after. It is not costly. If the var- 
taining a panatrope, covered |ious activities enumerated below | 
with gaudy signs that sell | are augmented with local stimu-| 


Bargain Matinee. It is not _pro- 
posed here to build up a defense 
for this plan. It is sufficient to 
pdint out that the Bargain Mat- 
inee is a part of our policy. As | 
such it merits our support. 

“The plan is necessarily tightly 
extends over a| 


‘ 
_——. 


NOTICE! 


Due to the sudden illness of 

Jack Barry, Director of Publix 
Managers Training School, the 
series of articles on the ac- 
tivities of the School which 
has been appearing regularly 
in Publix Opinion wil! be dis-: 
continued until Mr, Rarry re- 
covers, | 

Mr. Barry was stricken 
while on a tour with the mem- 
bers of the Bchool at Atlanta, 
Ga. and was removed to St. 
Joseph’s Infirmary, where he 
wus operated upon for appen- 
dicitis. His many friends in 
the Home Office and through- 
out the circult will be glad te 
know that he is getting along 
nicely and will soon be back 
on the job again, Write to 

= him and chee 


r him up. . = 
TS 


VOEEEEGAREEAULEUEUOEREEEEOREEEESEOEEEDEOASUEOEEODEES2 
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Copy B— 
School’s Out—- 
and what rare treats await you 
during the Summer months. 
(fade) 
Colorado ?—-Not much. 
(fade) 

For no spot in the world offers 
more delightful summer pastime 
than Boston! 

(fade) 

Right here in your own Metro- 
politan Theatre—Healthful relax- 
ation—the Luxurious comfort of 
your favorite seat——the invigorat- 
ing tonic of pure sweet mountain 
air— 

(fade) 

All Boston will SEE—HEAR 
and ENJOY the most spectacular 
array of Bigger and Better shows 
ever presented by any theatre any- 
where. 

(fade) 
And Just Think— 
(fade) 
You can see every one of these 


POURAUEUOSAORNEUOANOOUOUTEEOEAEUUNEUOOOO OOOO EZ: 


ORGAN GAG GETS} 


So line: 


trp 


BIG SPACE FOR | 


BOSTON MET 


Through the ingenuity of Harry | 


Royster, Director of Advertising 
and Publicity of the Metropolitan 
Theatre, Boston, George C. Me- 
Kinnon, of the Daily Record and 


Boston Advertiser printed a poem | 


in two parts in his daily column, 
“The Wisdom Box,”’ one on Friday 
and the other on Saturday, en- 
titled, ‘‘How Martel Tamed the 
Wurlitzer.’ Martel is the organist 
at the Metropolitan. 

On the following Sunday, prac- 
tically the entire column was de- 
voted to an indignant protest from 
the president of the Skinner Organ 
Company who insisted that the 
Metropolitan organ was not a 
Wurlitzer but a Skinner. Then, 
wise cracks by the columnist and 
another poem dealing with the dis- 
covery of the error, signed by R. 
L, Cunningham, which ended with 
“The name upon the 
console is not ‘Wurlitzer’ but) 
;Skinner.’’ Cunningham, it was! 
Fogg discovered, happened to be | 
the Worlitzer representative in | 
| Boston, ; 
| The whole episode caused quite | 
a furore, keeping the Metropolitan | 


theatre, its organ and organist in). 


| Print for several weeks without) 
| putting the theatre in any unfavor | 
lable light, inasmuch as the argu-| 
|ment seemed to be between the, 
| Skinner Organ Co., and the aed, 
jumnist. In the sanctum sanc- 
|torum of the Met Publicity De-| 
| partment, it is rumored about that! 
|the author of the two poems was) 


, i } 
period of 6 weeks, starting 3/| big shows — including all stage,|none other than Harry Royster, | 


weeks before the close of school 


| lants, and the entire plan executed | 
| with precision, the result will be 
increased matinee grosses. And 
;Such result is important in off- 
| Setting the decline in evening busi- 
|mess which invariably accom pa- 
| nies this period of the year.” H 
A subsequent interview is prom-| 
jised te Publix OPINION, which | 
will deal with a plan to further | 
| Offset the aforementioned declines 
in night grosses. 


: ; 
|The Campaign follows: — 
LOBBY 


nently displayed in ‘Rest Rooms, | 


screen and orchestral features by 
attending the— 
(fade) 
Metropolitan Bargain Matinee 


11 A. M. to 1 P. M. Ménday 

to Friday inclusive 
(fade) 

Your Metropolitan is One of 
America’s Gredtest Summer Re 
sorts 

At the end of the 3rd week 
in June skeleton trailer copy to 
continue thruout summer. 

NBWSPAPER 
Small slug to appear in all ads 


1. Set Pieces to be promi-| —Everyday (except Saturday and | 


Sunday) and continue thruout 


| Smoking Rooms, Grand and Mez-/ summer. In laying out above dis- 


|Zanine Lounges and 
| landings. 
PA. "OTe 

period. 
|B... Copy — “Bargain Matinees | 
|—-35¢e 11 A. M. to 1 P. M. Mon- | 


Stairway | 


, 
remain. for indefinite | 


play word Bargain and 35c. 
Week of May 25th 
1. Continue all of above 
Week of June ist 
1. Continue activities of weeks 
May T8th and 25th. 


himself, and it was he who plant-| 


/ed them in the paper. 


to the creative manager. .- ; 
| The point herein emphasized is | 
|the importance of starting a bar-! 
rage of such tie-ups at this point 
in the campaign—one week before 
| the close of school—and continu- 
ing one week thereafter. 

: Week of June Sth 

| 1. Cooperative tie-up with 
| down town stores on following 
| basis: 

“Do your shopping during the | 
;}morning hours—and rest awhile 
at the —Cool—Comfortable— 
| Convenient Metropolitan. 
| Attend before 1 P.:-M.—See the 
| Complete Show——etc., etc.” 

This tié-up has the following 
| possibilities depending on local 
Pconditions: 

a. A newspaper section or double 
truck. : : 
b. Cooperative heralds to be dis- 
tributed in packages of all mer- 
chants, . We he 


e. Banners on merchants’ trucks. | 


organized sa 
the most pot 
the theatre m 
L. Whitehead 
Florida. — % 
Commenting 
Katz on the 
tered statemen 
can be lifted, M 
clares that its t 
ualized in the b 
of Thomas Edis 
ing industry, 
“The theatre 
says Mr. Whit 


of the most effecti 
Publix, has “gone | 


‘ 


“Every lost m 
glected by-produce 
head declares. “f 


steady 


rc 


| tion of the odd-mom 
‘promotion 
Publix.’ ; ‘ 


FREE HALF Pag 
Following a tip wi 
from PUBLIX OPIN 


change with the | Pat sis Im year! {22% 0. Friday inelusive, TS! 2. Start heavy sniping cam-|4-, Window and counter displays. 
lose of school. | Ads and Trailers! | SPe#t Bargain. performance in-| paign thruout city and surround-|_,%- Complete sniping campaign 
cose Of school. oe cludes all stage, screen and orches-| started Week of June ist. 


eae 
er 


Se 


HOD Tt 
wi cata! 


Children are 
free. Mothers no 
longer need to 
“concentrate on 
the task of see- 
ing that the chil- 
dren study their 
lessons. Both 
children and 
mothers have 
time free for oth- 
er things. It is : , 
however not the | Come before 
purpose of this 1 P. M. 
selling plan to |to see Com- 
discourse on the | plete Stage 
causes of Box- |Screen and 
office fluctuation Orckestra 
at this ‘period. Program 
Its purpose igs CHOICE 
merely to point SEATS 
out that such | PROMPTLY! 
fluctuation does 

exist — and to 


SHOPPER 
BARGAIN 
MATINEE 


25¢ 


plan a way to ride on the crest 


of increased matinee possibilities 
to maximum results. 

“A similar campaign conducted 
in our Southwestern Unit operd- 
tions during the. past two years 
netted splendid results. Between 
the period from June 1st to Sept. 
1st the Palace Theatre, Dallas, for 
example, enjoyed a complete fill 
every day from Monday thru Fri- 
day at these hours. There was 
less fluctuation of our Bargain 


tral features.’’ : 
2. Large Panel with Copy sim-| 
| ilar to above to be placed in outer | 
| lobby. Indefinite period. : 
SCREEN 
1. Copy A— ; 
Are you taking advantage of | 
| the biggest theatrical bargain in | 
Boston? 


| 


(fade) 
C’mon Join the Happy Throngs | 
(fade) 
See each week's glorious show | 


| —-Complete—including all stage, | 
} 


j 
: 
t 
| 


| Screen and orchestral features— 
| by attending the— 

(fade) 
| Metropolitan Bargain Matinee | 
(fade) 

11 A. M. to 1 P. M. Monday to 
| Friday inclusive for ; 
| (fade) 
| 35c 

Plan now—-attend every week. | 
these Bigger and Better Metropol- 
itan shows cannot be equaled in 
Boston nor excelled anywhere in 
America. } 

pede l 
a. Trailer with copy similar to 
the above to start week of May | 
18th and continue thru week of 
June ist. 
b. Prepare second trailer with 
following suggested copy to go on 
June 8th, and continue for 3 
weeks. 


: 


ing territory. Bill heavily in vicin- 
ity of opposition suburban houses. 
This will break down the sales 
resistance offered by the subur- 
ban theatres invariably lower 
basic scale of admission prices. 

3: Start cooperative tie-ups 
with as many chain stores as pos- 
sible. A cireus herald bearing ‘a 
number is inserted in each pack- 
age leaving each store for a period 
of 4 weeks. Lucky numbers are 
displayed on neat panel in the- 
atre’s outer lobby, Persons holding 


lucky numbers get free ticket to} 


see show. This cannot be adver- 
tised in the newspapers nor direct 
by mail-due to lottery angle, Num- 
bers are changed each week, Cir- 
cus heralds inserted in packages 
play up bargain to limit and sell 
current show. The psychology of 
this tie-up is the APPEAL OF 
THE BARGAIN PRICE TO A 
BARGAIN HUNTING ELEMENT. 

4. Start a.two dr possibly a 
three weeks’ tie-up with the larg- 
est local dairy. The milk and cream 


| delivered for the breakfast tabie 


to have hanger over the neck of 
the bottle. Copy plugs bargain 
matinee and the benefits to be de- 
rived from @ more liberal use of 
company’s milk or dairy products, 

5. The above are only two 
ordinary suggested tie-ups, Count- 
less others will present themselves 


3. Change screen trailer as per 


18th, ; 
Weeks of June 15th and 22nd | 

The significance of these two 
weeks as part of the campaign is | 
merely to keep up momentum. | 
Everything started previously | 
should be kept alive. The only 
pitfall in this campaign is the 
failure to follow thru to a def- 
inite conclusion. Guard against 
this, : 


Arthur Swanke of 
copy under heading of Week May | Theatre, Anderson 


the local paper in 


co-operative am 


|“Let’s Go To A 


was published in. 
Publix Opinion 
original model 
from Minneapoll 
there were only 
Anderson, his ¢ 
Manager Swan 
get a half pa 


ee 


NAME TIE-UP! 


Taking advantage of the similarity between “Su an 
name of an ice-cream, and “Sonny Boy,” the pict 


theatre, Manager M. A. Baker, of 


the Publix Colf 


Bend, Ind., effected a tie-up which got him seve 
Paper as well as 100 of these stickers on soda fo 


over town, Y 


7 


5 


CINCH TIEUP 
GETS ADS 
FOR YOU 


A GOOD IDEA! _ 


_ By framing the front page of the biggest paper in town around a 
still from Gentlemen of the Press,” Manager James McKay of Publix 
Olympia Theatre, Miami, had no difficulty in getting the picture print 
ed inasmuch as it was a boost both for him and the paper. 


ATRE-GOER, SAYS 
EST TICKET SELLER 


0 ee 


Do you want a FREE quar- 
THE HERALD | ter-page newspaper tie-up ad in 


Pesca degu A 87 PERU CER AUTRE a RUPEES ARES RS 
SCENE FROM “GENTLEMEN OF THE PRESS” AT OLYMPIA TODAY 


ATT - i i F BERALD TELEPEONE 293126 
MINE 17—Special—St. Louis today is host 


: : our local newspapers, distribu- 
theatregoers their entertainment, y’ on 4 


tion for heralds which are half- 
paid-for by someone else, and 
window-card distribution in your 
town? 

| If you do, and you are going 
| to play the following pictures, 
| during the months stated, you 
by making the 


sident of Publix Theatres Corporation, 
| of the world’s largest organization of 
here attending the annual executives’ 


operating subsidiary. 
inknown | ————--— 
indi- 


ad hundreds of cities give us such a 
the picture every week. 
the “Here are a few of the desires | 
» {and highlights of the average | 
\family group, as mirrored at the | 
mmins | ox office: 


(1) Complete approval of the | 
talking-screen, and positive re- | 
jection of silent film except in 
novelty form. Willingness to 
accept and encourage the gradu- | 
al improvement of the new | 
sereen miracle of sight and 
sound. 

(2) Preference for the talking- 
screen presentation of a star 
and story, aS against personal 
appearance of that same star 
in the same play. The talking 
sereen magnifies the voice and 
personality so much that by 
comparison, a ‘personal appear- 
ance’ reveals the stage person 
ality as dwarfed. 

(2) The time consumed watch- 
ing a show is of greater con- 
sideration to the patron than PICTURE 
adutission price, though the Glorifying The Amer- 
price is important, too. Fast |= ican Girl 

moring shows are demanded. = 


can get that help, 
| effort now. 

These tie-ups can be had thru 
Screenbook Magazine, on the fol- 
| lowing pictures on which they 
have story tie-up: 

JUNE 


“lady Of Pavements” 
“Sonny Boy” 

“The Spieler’ 

“Why Be Good” 


JULY 
“Broadway Melody” 
“Christina”’ 


‘Strange Cargo” 
Alibi” 

AUGUST 
‘*Coquette”’ 
“Trial Of Mary Dugan” 
“Desert Song” 
“Teatherneck’”’ 

A few issues back, PUBLIX 
OPINION told you about the tie- 
up first made by Les Kaufman, 
of the Balaban ¢& Katz-Publix 
publicity staff. He arranged a 
marvelous campaign. B. A. Me- 
Kinnon, Jr., 381 Fourth Avenue, 
New, York City, N. .Y., the 
man you make the tie-up with. 
Write or wire to him, giving your 
playdates. 

All you have to do is to quote 
the critic of SCREENBOOK in 
your advance trailer on the pic- 
ture, boosting your own product. 
SCREENBOOK will then insert 
the ads, in your local newspapers, 
and will authorize half payment 
/of heralds for insert by iocal news 
dealers in all out-of-town publica- 
tions sold on your news stands. 
They'll also distribute window 
eards furnished by you, to all 
news-stands. 

This is a good mutual tie-up: 
/ You’re not cheapening your screen 
lif you use the magazine as 4 
‘critic’? instead of as the recipient 
of straight advertising. Also you 
don’t inflame opposition publica- 
tions. 
| 'Sereenbook will carry the fic- 
tion-story of the motion piciures 
listed above in their June, July 
and August numbers, as listed 
above. PUBLIX OPINION will 
give you a new list every few 
weeks. This is too good to miss. 
|The SCREENBOOK crowd is a 
live-wire outfit of high-class folks, 
/and you can depend upon them to 
| give as much as they set. If your 
co-operation helps them, they’re 
willing to go the limit with you. 

This tie-up ought to. develop 
into a routine exploitation ACE 
ifor you. 


“tener aad enter” 
Broadway cast ‘ | 
Thester, Migs 


Gre of the scence from 
workings of = newsgeper office. which opens at the 
bended by Walter Huston. This pictere’ afeo will opes en 

. teomerrew 


udieetiomen of the Presa.” ali-tsiking picture Gepfeting the 
Giympia Theater wdny. The all-ster 
engagement a1 the Commanity 


fcc 


| SONG , PUBLISHERS 


There Must Be Some-| Donaldson. Douglas 
one Waiting For & Gumble 
Me / 

lu Be There 


Sing A Love Song 
Hittin’ The Ceiling 


That's You, Baby 
Why Can’t I Be Like 
You 
The Breakaway 
Pearl of Old Japan 
Walking With Susie 
Biz City Blues 
Eternal Love 


ITARLNNUETOUAENS SAU TERRA 
APANUALYAA SELATAN EY 


Re 


but the is 
the ten 

in the 

which 
without 

, of amuse 
x ie Skouras 
id City link 


(4) Characters in everyday life Pert ere 
are most popular, particularly 
the ones depicting sane 
Royalty, military figures 
policemen, and Cowboys are now 
tolerated 


Broadway DeSylva, Brown & 
- = Henderson 
imal Follics.of (1929 DeSylva, Brown & 


roles, 

Henderson 
barely 
Every few months the 

: for a change in tempo 
entertainment 
miystery stories 
favor Biographical 
be coming aion 


ce 


to 
; ticket mig (l 
r, Katz Is ot or style in 
" interestiny Right now 
Reavention hishest in 
flowin | will 

th ot i The flapper is 1 un 
his early | and her slightly olde 
pe in) rational 

e, but al 
eelaity, fis 
e anxiously | 


Love 


The Time, The 
and The Girl 


Two Men and A Maid 
Ne 


Eternal : Bs: 
Se Berlin, Inc. 


M. Witmark & Sons 


Lare 
ae Place | foney moon 


Will Find You 
Pals Forever 


Love Leo Feist 
Ager, Yellen & Born- 
stein 


Midstream Leo Feist 


Why My Dream Of MI. Witmark & 
Love Comes True: |. : 

’ Me My 
Dreams 

Welcome Home 

Am I Blue 

Land Of Let's 
tend 

Don't It Mean 
Thing To You 

Lift the Jaleps 
Your Twolips 

Birmingham Bertha 

Broken Melody 


Singing In The Rain 

Low Down Rhythm. | 

Orange Blossom Time 

Your Mother and Mine 

Nobody But You 

{ Qotta Feeling Fer 
You 


When | He 
Home To 


‘So Sweet 


plays 
soon 
wanted, 
and more 
favorits 

(6) 
mand 


inxs, 


w Orleans 


pW 


: 


sist is the Midstream 
l’risoners 
positive de 


surround- 0 


Constant and 
for luxurious 
together. with comfort, 
convenience, courtesy, satety, 
and guarantee of faithful re 
turn value for time and mone) 
expended. Once the theatre 
| goer is satisfied the manage 
| ment is conscious of its obliga 
tion to fulfill these demands, 
: loyal support of Mr. and Mrs 
. Mheatregoer may be counted 
United | Tb 9 ampen Aent ip) 
| upon to the limit. Under these 
and in-| : asin it dle dovbaa , 

circumstances, complete con 

ion of | 

: 

: 


Wish Tee HRew Have M. Witmark & Sons 
fe tast« 

t, tor) 

Be scale, Ne | 

anny ability | 

‘in public | 


Pre- 
A 


te 


yet he 
perhaps | 


Wheel Of Life | Famous Music 


| Robbins Music 


The 


Revue 


Mr fidence is reposed in the paid 
newspaper-ads sereen n 
and news-items 


attractions. 


a 
nouncements 


about coming Comes) Famous Music Co. 


A Man Must Fight 
Me 


in | 
“We have found that we can al- Famous Music Co. 
ways depend upon the public to = : A 
guide us,” said Mr. Katz. Phere | THN Aan AARTGR AAR HAT 
is no mistaking the signs as ex- 
af |pressed through our box-ollices. 
m and why | From this source alone we formu- 
fee will be, late policies for programs and|thumbs down on both. 
mm of under- | theatre conduct. No individual,|on)y history now. The 
» dra ,/or group, no matter how shrewd}. | authors, composers 
s, sers, 


Divoree Made Easy 


- thousands | 
fined 


i cities, | 
Mi , has 
3 at the 


eenet 
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C= 
The silent sereen and stage could 
not do this, so the public turned 
Both are ji 
,= 


foremost | = savrvnntvaeveineanevemovunretanstaetetnnte any aueeiaecietcenes teste te ceca aan 


Mr. G. B. Jeffrey, formerly manager 


: 
3 


cagezenen ns aeKnMeNS 


of the Bijou, Bangor. has 


; ed | stars, direc: | 
tors, musicians and creators, are | 
now in’ the studios, prepared for 
igreater recognition from the pub- | 
lic than ever before. 
“The only thing the living-| 
sereen cannot offer is a local 
stage-door mailbox for mash- 
notes. 
“T have just seen the current | 
releases from most of the studios, 
and the progress is 


“sources of | 


so t 1 you | 


or 
f detec: 


ge 


and 


‘or experienced, could have the 
vision or sense of proportion to 
i'make accurate prophecy for the 
public. 
itself, and gives ample advance 
jindication of its desires. The vast- 
ness of our theatre operation, and 
the manner in which we are or- 
ganized, enables us: daily to ac- 
curately compile the information 
into one big general viewpoint. 
When this is done, we find an ac- 
eurate and comprehensive ‘order 
from the public’ that is always ap- 
jplauded when properly fulfilled. 
| “The public indicated in posi- 
tive manner its 


talking-pictures, It caused a revo- 


}iution in Hollywood and in thea- 


it was swiftly accom- 
The living-screen makes 
t-row seat, and 

and his tal- 

e intimacy. 


The public does that for | 


beeh appointed manager 
Matthews, resigned. 
ton, ‘replaced Mr. Jeffrey 
lof the Park, Rockland, 


April 27th. He was replaced by Mr. 
Strand, Minneapolis. 
| St. Paul, was promoted as manag 


amazing. | signed May 3rd. 


Mr. 


Mr. Kenneth Belina, manager 


Mr. M. A. Pennock, manager 


Musical comedies, dramas, short | May 14th. 


comedies and novelties so splen- 


the theatre-goer is facing enter-| ferred to the Palace, 


tainment that is greatly beyond 
his expectation. Because of this, 
look 
theatre-going that will surpass} 
any in history. | 


preference for] gigny made that unquestionably | 4. manager of the 


for an immediate increase in| mond,’ Muncie and Michiga 


Effective May 


of the Strand, Pittsfield. 
H. F. Kayes, manager of the 
at the Bijou. 
sueceeded Mr. Kayes at the Temple. 


of the Lyric, 


Mr. Harry Watts. 


5th Mr. Glenn 
Hippodrome, Ft, Worth. Mr. 
Ft. Worth as assistant manager. 


replacing Mr. 
Temple, Houl- 
Mr. Carl M. Benson, Manager 


Minneapolis, resigned 
Geo. Granstrom, Manager of the 


Mr. L. Poitra, assistant manager of the Riviera, 


er of the Strand. 


the Minnesota, Minneapolis re- 
became manager of this house 


of 


Rickerman succeeded Mr. Hughes 
Hughes was trans- 


‘Mr. Walter B. Lloyd will continue as District Manager in Rich- 


n City, 


Indiana, where we have recently 


taken over the Fitzpatrick-McElroy houses, until further notice. 


These towns will be in Mr. 


Sehneider’s division. 


THEATRE GIVEN BY EXPERT 


Anticipating the need of theatre managers 


for practical, helpful 


hints on theatre lighting at this season, when the lighting schemes of 


most theatres are being changed to produce the cooling effect neces- | 
PUBLIX 
series of articles from Francis M. Falge, 

the Hone Office, in the hope chat it might 


sary for hot summer days, 


out their lighting problems. 

Mr. Falge, who is now devot- 
ing most of his time to the light- 
ing of our stage shows, has 
agreed to present the lighting 
subject from the angle of Pub- 
Hix interest rather than the way 
it is usually presented from the 
interested viewpoint of _com- 
mercial concerns anxious to sell 
us something. His experience 
in Publix houses has familiar- 
ized him with the lighting prob- 
lems as they exist there, and 
this, fortified by a background 
of many years study and prae- | 
tical re-search on theatre light- 
ing. eminently tits him for the 
task. : 

It would, of course, be impos- 
sible for him ‘to present the en- 
tire lighting picture in a few 
words. Consequently, he 
agreed to give Publix Opinion 
a short article every issue.’ Here 
is the first article. 


IMPROVE YOUR LIGHTING, 

The appearance of your theatre | 
has much to do with the impres- | 
sion with which your patrons leave 
and therefore, a real invest- 
ment and box-office factor. Be. | 
cause redecoration is a very ex- 
pensive undefttaking, light, which 
is changed at will. plays a vital 


is, 


has | 


PetC,) 
_have a much more important con- 


OPINION. has arranged for a 
lighting expert attached to 
help managers in working 


2 hE crn ue ore ee eT oer seneeemnenenas 


sorbed. In re-decorating, thought 
should be given to the color of 
light which. is to be used on the 
Surface and to the amount of light 
which is to be reflected. Light 
colors reflect the most light and 
Surfaces painted with 
color, reflect light of that color 
best. The color ana condition of 
the surface should be considered 
im adapting colored light to it and 
colors approaching, the surface 
color used. ; 

Another consideration in proper- 
ly using colored lamps, is the 
method of obtaining the color. For 


purity .of color and the nat 

the installation (w 

colored lamps would look spotty, 
However, in fixtures we 
sideration ~—tppearance and eye 
preference. Just as inside frosted 
lamps are better for the eyes be- 
cause there is no bright exposed 
filament, spray coated or other 
diffusing colored lamps are better 
than natural colored or dipped 
lamps, though the latter, if inside 
frosted 
lower, are quite satisfactory. 
fixtures, therefore, with the excep- 


In 


a certain 


in the 40 watt size or 
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The following pictures are — 
indorsed by the Parent — | 
Teachers Association, When F 
you play these you can get — 
them to write an indorse- 
ment from the school author- 
ities to the local papers. 


Behind Closed 
Doors 

Close Harmony 

Faney Baggage 

The Dummy 

The Leather- 
neck 

Lucky Boy 

eater asdhtanesad Tide of 

Sunset Pass Empire 
The Younger Generation 


dhe en ALLL Lenny ee CAT ae wpibayee 
| is a mistake to have your theatre 
) all one color, such as solid blue. 
| By making the side brackets an 
;amber orange to contrast with the 
: blue, the effect is greatly enhanced 
without destroying the effect of 


Dara 
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Bittersweets 
Court Martial 
Do Your Duty 
Hearts In 
Dixie 
The Iron 
Mask 
Making The’ 
Cirade 


Spite 
Marriage 


| 


| 
| 
. 


( 
} 
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-colors where:sources are conceal-| eooiness, 
ied, there is no consideration but) ~* 
: 


‘In this connection it is a recog. 
complinen- 
; ries appear well together as do 
‘closely associated colors. Some of 
j the useable color complimentaries 
are red and blue green, blue and 
amber, and magenta and sreer. 
The color combinations are well 
adapted to holiday effects also. 
The sign or marquee should be 
very bright and Sparkling in or- 
der to attract people and then 
only for a moment. It is a good 
idea to lamp your displays in 
such a manner ‘that they will 
stand out unmistakably from the 
surrounding ones. “Inasmuch as 


| 
t 


STICKELMAIER 


HONORED BY : 


CLUBMEN 


ae er 
Proof of the contention, repeat- 


: edly made by Publix Opinion and | é 


stressed in the editorial of the last | 
issue, that a Publix showman is 
not a ‘‘grifter’”’ but is the ‘equal, 
if not actually the social and eeo- 
nomie superior of any luminary in’ 
any community,’ is found in the 
announceinent from Peoria, TL, 
that Henry Stickelmaier, resident 
manager of Publix-Great States 
Theatres in that town, has been 


of publicity 
“Nothing Bui 
at the Pub 


| Greeley, 


part in making your theatre invit-| on of crystal fixtures, 
ing to the public. and it goes much 
beyond decoration, in that it ean 
be positively annoying. It behooves 
every Manager to make a eareful 
study of his theatre and make its 
appearance vive credit to its name. 

Incandescent light, because of 
its ease of control, and because of 
its wide range of color values and 
adaptability. offers the theatre an 
easy means of enhancing its ap- 
pearance. The wide range of col- 
ored lamps that are available. 
either clear oer diffusing coated, 
gives the manager a chance to fit! 
the desired lamps to the various 
applications. Before offering def- 
inite suggestions for improving the 
lighting. some of the fundamental 
reasons for selecting a certain ty pe 
of lamp or one color over another 
will be given. 

The first consideration is 
medium with which we are 
ing. Ineandescent light does not 
produce daylight, nor is it the, 
light of a candle. In. contrast to 
davlight, it is deficient in the blue 
and has an overabundance of red. | 
For instance, to get blue light it is) 
necessary to throw away all but | 
approximately 14 of 1% of the) 
total lizht; red, 8%: and green, | 
8%. Obtaining an amber orange 
color loses about 50¢% and a flame!) => 
tint 30%. 


lamps. brightness is so essentie , 
should be of the diffusing type. per colors a as ree Beet 
In order to provide the light are not desirable for the complete 
necessary with the deeper colors, | sign unless to contrast unmistak- 
such as when blue ‘or Breen are) ably with a neighboring display 
used for a seasonal effect, and also In choosing a color scheme at| 
PMc to the eye, tints rather any time, the niatter of intensities | American Business Cinb 
satin ua aoe are desirable. A’ must be carefully watched, The! fifth district at a recent 
sdk By. :. he: green, just | most modern theatres afford their} tion in Springfield, Hl. 
fnoush to cool, is best for fixtures} managers considerable latitude in| This club, whose activities are 
and Se ae ee | their selection of colors, but the} national in scope. numbers among! 
Ducerae i oe Ra | older ones are often under-lam ped its members only the most distin-| owner, RIC sae 
Peay EW » te, and in such cases only the hichest guished and representative busi-| Theatre, Mon., Tu 
uid be chosen with re- | transmission lamps such as “hame| hess men of any community. To! ~ 


| fenders, engin 
|top and lights,” 
banners, upr 
of the wreck- 
of the, “Used Car Fo 
conven-| BUT THE TRUI 
| cylinders,” pupips 
all but one spril 
cracked, fend 


Henry Stickelmaier 


élected district governor of the 


it 


a 
In 
colors 


haitags to their associated colors daylight blue, lieht yellow, flame] be designated as the chief, not || 
are ‘the Mahtebe ane fond tint or other tinted lamps should | only of one’s local club, bat of the | 
cause interesting ee nor that be used. As is always the Case. entire district, speaks well for the 
it ts <sahikahe i pa ic Just as the intensity should be Sraduated| quality of man-power which rep- 
vind 7 © fo Dave a show! to the auditorium so that the eyes! resents Publix and its affiliations | 
indow all one pure color (except may become accustomed to its throughout the entire field of its 


Chose. which approach white), it, darkness without Strain, | operations, 


BREAKING THE GOOD NEWS! 
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the one to , 
this 3 col. x 
Detroit news 
it's a “tie-up, 


the! 
deal-| 


ee a me 


tor, howeyer, is . 
‘it really isn't an | 
tieup made by ¢ 
-vbavatgig’ dbs ores : 
forces. Ung 
careless make-up-m 
Detroit newspapel 
put the “Castoria”™ 
of the Adams a 
the Kditor were | 
clip this out aa 
the makeup me 
newspapers, — 
never to let it hap 
We're positive | 
intentional tieup 
the absence of 
prices. Also an 
tieup of th 

have urged t 
AFTER leavi 

not before 


This is how Manager H Kayes of the Publix Tem fe . owns 
: » Kayes, tmple Theatre. Houlton. Me. announced to 
folk the coming of a new era mm motion pictures. In addition to the prominent diene: povten prada A st local 


pauper and the double page He-up ad shown abor Kayes arranged with the Paper to print «a number 


" > pe, Manager 
of special Supplements on ull si. ne) a a > > 
td ation er thes Gea - full size newspaper stock, called “The Temple Reviere which was entirely devoted 


talking picture policy at the Temple with ictures*of the theatr stills 
attractions. The paper was willin to do this becau he ads ¢ th : on ts dance w + tym 
town knew that talking pictures had come tt ee Tr aaa ee ins telly 


tga wintery! 
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Need Change 
offers the explanation of! 
why so many managers are not! 
successful with their lighting 
From experience they know that| 
perhaps a 40 watt natural colored 
blue lamp provides sufficient licht 
SO as not to be annoyingly bright. 
while the picture is being shown. | 
Appreciating the need for chanve. 
or a desirable color combination, | 
they substitute 40 watt amber-| 
orange lanmips for blue, and of | 
course, the intensity is then too! 
great and the attempt is not a 
success, The ratio given above! 
must be borne in mind and inten- 
sities reduced accordingly either 
by keeping the lighter colored 
lamps on dimmers, which is not an 
economical way, or by going to 
a much smaller wattage lamp and 
even reducing the number of 
lamps. The opposite mistake is 
made in adapting the cooler blues 
or greens to places where reds or 
ambers have been used. 

Another détermining factor is 
the decoration of the theatre, and 
here it may be well to point out 
the fact that when theatres are 
improperly decorated or very dirty, 
a great loss results because of the 
amount of the light which is ab- 
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NOW IS THE TIME! 


ov The “goin of summer brings its annual problem of combatting the lure of the beaches and general 
outdoors. If you can visualize to your prospective customers the cooling comfort they will experience in your 


theatre and sell them on this idea sufficiently in advance, you will fill 
the beaches just for that purpose.’ Read the story in the adjoining column. 


Facts of Importance That 
You Can See! 


A pure oir plant of » maga: 
tude never defore attempted 
by any other commercial im- } 
stitution for its patrons 


thon with the gorgeoes splen- 
dour of the Rislte Theater 


| A community enterprise for 
} those iunportant essentials, 


A system that farmishes seach | 
mdivides! with s contiasoms | 
sopply of perfect air, YET | 
DOES MoT PREMIT | 1 gucH A STATE OF 
BREATHED AIR OR BE. 
PERFECTION THAT WO 
CRETIONS TO BE SPRAY | o,ey oF ILLWESS amen 
ED ABOUT AND INHALED |.) bee 4 
BY Re | theater eudtorium em 
OTK ployess, consisting of musi 
| cians, operators, service de: 
partment, ushers, maids, bas 
been recorded since the pe 


A maze of spparatus ond | 
tonchinery shat few ever 
realized existed in connec 


riod of operation, NEARLY 
| THREE YEARS ago 


Ours/bE 
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SUNDAY, JANUARY 20TH 


Richard Barthelmess 


With BETTY COMPSON 


“SCARLET SEAS" | 


wwe SP0Ts iN OAL SHOW 
for CONDITION 1H OUTSIDE 
APTECA TWO MM (Fis 


pode 215 sin 


i928 


A"“GREAT STATES ‘THEATRE 


The $200,000 Health Plant in the World’s 
Wonder Theatre Is Something You 
Should Be Familiar With. 


Study this GIANT AIR CONDITIONING 
APPARATUS. It covers 15,000 sauare feet of space cut 
into solid rock 18 feet below the street grade. 


This huge sum of money was spent for YOUR 
personal HEALTH and COMFORT; it is part of “GREAT 
STATES” SERVICE TO THE COMMUNITY. 


ENJOY IN HEALTHFUL COMFORT 


MONDAY, TUESDAY, WEDNESDAY 
JANUARY 21ST, 22ND AND 23RD 


NORMA SHEARER 


In Her Latest Production 


“A LADY OF CHANCE” | "*rtee"“ CONQUEST” 


your seats with those people who seek 


What Air Conditioning 
Really Is! 
' Third 
wd 


Thie perfect air is then 
RE-HZATED TO THE 
ATURE. 


STAGE — VITAPHONE — MOVIETONE — ORGAN AND ORCHESTRAL PRODUCTIONS 
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IS AHEAD OF 
THE TIMES 


Foresight of the men who con- 
he destiny of Publix is seen 
in a reeent issue of 
| Daily News, in an article which 
ij tells of the many theatres operated 
by other companies which are now 
either undergoing costly remodel- 
ing in the hope of obtaining per- 
‘fect acoustics, or “else. are closed 
entirely as utterly hopeless. 
PUBLIX OPINION a few 
ionths azo carried several articles 
on acoustics, You were told that 
our architects, eng 
partment heads have always plan- 
ned “ten years ahead,” and ~-be- 
| cause of this, the item of acous- 
}ties in theatres has been auto- 
matically cared for in Publix 
theatres. When “talkies” arrived, 
only Publix theatres were ready 
to meet them. 
In this you 


have a tremendous 
selling point for institutional copy. 
Tell it on your trailers, posters 
and in newspaper ads. You're en- 
and you can, with 
ed talkies in acous- 


rfect 
* Pub- 


y perfect theatres is 
entertainment. 


Exhibitors | 


ineers, and de-} 
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| By obtaining the dress actually | 
| worn by Clara Bow in “The Wild | 
| party’. from Arch Reeve, Para- | 
|mount Publicity Director on the} 
| Coast, Manager Robert E. Hicks | 


of the Publix Howard Theatre, 


la valuable window tie-up with the 
best department store in town 
which, hitherto, had enjoyed the 
doubtful reputation of never enter- | 
ing into any tie-ups for publicity 
purposes, The dress was draped | 
about a full sized cut-out of Clara 
Bow and place in a window, dec- | 
‘orated with pennants, together | 
with other sport models displayed 
by the store. The entire window 
was filled with mounted stills| 
‘from the picture together with . 
| placards announcing the theatre 
where it was shown with play, 
dates. 


nn 


FREE PAGE AD! 

Manager J. McKenna with the | 
co-operation of merchants had a 
full-page ad playing Up “Gentle- 
men of the Press” Paramount’s 
all-talking picture at the Publix 
Imperial Theatre, Columbia; S. C. 
Every ad appearing in the full- 
page spread had a question about 
some newspaper term, For the 
nearest correct and the neatest 
answers prizes were offered. 
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BOW’S DRESS IN WINDOW PHONE GAG IS 


SPACE GETTER 


FOR DIX FILM 


Bill Pime, one of the directors of 
advertising and publicity for Pub- 


Atlanta, Ga., was able to secure|)ix Balaban and Katz theatres in| 


Chicago, crashed the daily papers 
for plenty of space with a long 
distance phone gag on “Nothing 


|/But The Truth.” 


Pine assembled all the leading 
critics and, after stuffing them 
with good food, arranged an in- 
terview by long distance telephone 


'with Richard Dix in Hollywood. 


With Dix at the other end was 
Clara Bow who prodded him along 
when the questions became too dif- 
ficult to answer. An amplifier at 
the Hotel Sherman, where the 
stunt was staged, made it possible 


| for all to hear what was going on. 


The idea originated during Lloyd 
Lewis’ recent “going to Europe 
party” when-a New York bootleg- 
ger called him up to razz him in 
front of the B & K gang. 


A- number of important ques- 
tions were asked the popular film 
star including a proposal of mar- 
riage from one of the lady news- 
paper critics. One hour after the 
interview, the critics received a 
wired photo of Dix and Clara Bow 
at the phone. 


a : 


LAUDS PUBLIX 
“COOPERATION 
-IN LAKELAND 


An excellent example of the 
lesteem with which Publix repre- 
| sentatives are held in the cities 
where they operate is furnished 
| by the following letter sent to the 
Home Office, by Harvey W. Laird, 
Manager of the Lakeland Cham- 
ber of Commerce, Lakeland Fla.: 

Now and then an organization 
| like yours fits itself into a commu- 
i nity movement of immense im por- 
itanee to the people, but I doubt 
if there has ever been an occasion 
} when such a relation was so won- 
|derful in its extent and so marvel- 
ous in service rendered as was the 
|ease of the cooperation furnished 
‘by the Publix Theatres Corpora- 
|tion in the recent Cleanup Drive 
put on by the City Health Depart- 
ment and the Chamber of Com- 
, merce. 

None of us had any idea of the 
| extent of the assistance that would 
be required nor the magnitude of 
| the undertaking in its general na- 
lture. However, when we got into 
/it, your local representatives led 
|pby Mr. Hyde provided a type of 
intelligent and enthusiastic coop- 
| eration that has brought to then: 
lthe sincere and outspoken appre- 
‘eiation of the whole community. 
| I speak for. myself, our Board of 
, Directors, the menibers of the City 
Commission, and the people gener- 
ially, in earnest gratitude for the 
assistance accorded by your rep- 
resentatives and your organiza- 
‘tion, and want to tell you that 
every time you think about it, or 
anybody mentions it to you, you 
can throw back your shoulders 
‘and congratulate yourself that it 
'was outstanding in every way. 

Will you be good enough to 
convey my sincere regards to Mr. 
, Donald Chambers of your depart- 
ment? Also will you give me the 
opportunity of thanking you per- 
sonally for what you did in this 
campaign the first time you are 
in this part of the country? 

Sincerely yours, 
Harvey W. Laird, 
Manager. 


| UNIT SHOWS OUT AT EASTMAN 


Unit shows will be entirely elim- 
| inated from the Eastman Theatre, 
Rochester. The last unit will play 
; during the week beginning June 
| 13th. 
ui 


RANT 


BOOST GROSS 
THIS WAY! 


The most sensational rise 
in show business during the 
past year has been made by 
two orchestra leaders, whose 
fame, in each case, was made 
strictly through local radio 
broadcasting. They are Rudy 
Vallee in New York and 
Guy Lombardo in Chicago. 

Vallee is daily packing the 
huge New York Paramount 
where he is playing an ¢ex- 
tended engagement. Lom- 
bardo did the same at one 
of Publix-Balaban & Katz 
theatres im Chicago. Both 
these men are drawing 
phenomenal salaries and 
have a tremendous box office 
following. 

The wise manager will be 
quick to take a tip from this 
and capitalize on the power- 
ful radio medium for making 
local box office attractions 
offered by the local radio 
stations. What Vallee and 
Lombardo have done, can be 
done with your permanent 
M. C.’s and organists. Get 
them to broadcast frequently 
over your local station, so 
that the people of your 
town will get to look for- 
ward to their hour. Before 
long, they will become the 
talk of the town and your 
grosses will increase accord- 
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This is the last of A Five Part Serial which PUBLIX OPINION has been running in every issue, The illustration below represents one-fifth 
of “benday” effects, When you send an artlayout to your engraver, frequently you can edd to its beauty and eye-catching effectiveness 
benday shades over specified drawings or lettering, Glip this one out, paste it together with the other 4 charts and mount them on 

hang it in your advertising-office as a canstant and easy reminder for bettering your engravings when you order them, Your ar ee : 
these shade-effect-screens he has. Perhaps he does not have all of them, He'll have some, anyway. DON’T CONFUSE THIS CHART mn 
with the CELLULOID SHADING PROCESS we recently sent you, This is an entirely different process, and is more Pay and not o effec 
shading-sheet process, although your engraver will try to. sell you the more expensive idea of having your benday tints stripped in” by h 
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No. 1.—13 X13. 


No. 4.0% x 9%. 
NA 
No. 9.—13 x13. No. 10.—r3 x 13, No 11,13 x13 No, 12.—12 x 12, No. 13.—1134 
nae No, 16.944 x 994. No. 17,13 x 13, No. 18.—150 to inch. No. 19.—180 10 ine 
6% x 11. Half tone Straight Line, 6% x11, 6% ase 
2 120 to inch—63¢ x 1034. ‘ : : 


a GRADUATED TINTS, 
"No. 20-200 toiach, STRAIGHT AND WAVE LINE. 


64x01 


No, 101.—9s x 84, 


No. 102.—34 x 9% No. 104.—9% x93. 


No. 103.—~ 3% x 9%. 


No, 105.—3% x93. 


‘TELEGRAM ON “THE| 
| LETTER” 
“COQUETTE” A survey of New York theatres 


oe | discloses the fact that motion pie-| So great was the demand al Manager Warren Irvin got more 
Manager Geo. B. Peck arranged | ture houses are more gallant than 

4 splendid tie-up with a prominent | legitimate houses in reimbursing| tive powers for “Innocents of| licity om a stunt when he sen 
dance hall in publicizing Mary |! lady patrons 


for the well known| Paris,” when it opened at the Cri.| telegrams about 
Pickford in ‘‘Coquette’’ playing at| squawk of silk stockings torn. on 


terion Theatre in New York, that| Playing at the Publix 
the Publix Vietory Theatre, Tam-|the theatre’s seats. Most of the the pass list was submitted to Mr,| Theatre, Charlotte, N, ©, 
pa, Florida. legit houses are allowing the ladies Adolph Zukor himself for final Be- The telegram sent 
The dance hall management|to sue them rather than be the | lection. After the irreducible min-| book-clubs of the city read; 
staged a waltz contest that lasted | victim of what they term ‘lady 


imum of 114 seats for the “must’’ “Jeanne Eagels famous stage 
an entire week; each night. the| chiselers”’ who invariably wear newspaper list, only 60 pairs of| star of “Rain” will be seen in the 
winning couples being entitled to| $4.50 stockings when one of them | seats were left, and the long list all-talking screen p “The Let- 
‘compete in the finals scheduled for! is torn, Despite the fact that its| was cut down by Mr. Zukor to ter” by ‘eteuane New 
the last day of the week. The seats are inspected weekly by| just that number, The general! York Times other leading pa- 
# dance hall management featured ushers, the Paramount Theatre in demand, on the part of the public, | pers highly praise this 
Bh the song “Coquette as the waltz| New York invariably makes good|for the premiere was so intense| which comes to the 
iH contest selection and made several! the loss after iny tion with-|that. speculators gained a neat | Theatre 
| announcements each evening that| out a murmur, that the 


profit on the opening—a demand | in your president secre- 

Picktond’s “Coquette” then. play, | et of Me patron Ja sufhctent Judging oy he tbr jmadily, ty te * eval scroening ofthis 
‘a “Coquette” y~| recompense for expenditures | judging jamm folie, Baeri 

ing at the Victory theatre. involved. the Broadway theatre daily, st pod hoy PI age eva 1 


an soerneniyrnatesntenrsetatnti 


HERE’S THE OFFER! 


HOUSE MANAGERS 
AND ADVERTISING MANAGERS 


Every theatre advertising and pub- 
licity man dreams of the day when the 
ideal press book on a motion picture 
will be laid on his desk. You will re- 
eall the press book on Harold Lioyd in 
“Speedy,” in which we used in detail 
= the ideas of leading advertising and 

publicity men as to how to put this pic- 
= ture over, This press book was a dis- 
tinct novelty and made a big hit. 


Now we are about to begin work on 
| @ press book on Harold Lioyd’s next 
| production for Paramount release, en- 
= | titled “WELCOME DANGER,” which 
= is a sound and dialogue as well as: si- 

| lent picture. We want to create the 
E | ideal book—one that every prac- 
= 


press 
tical showman will agree is the 100% 
seat seller. In this we need your help. 


WHAT IS YOUR IDEA OF WHAT 
| ‘THIS 100% PRESS BOOK SHOULD 
BE? 
2] IN WHAT FORM SHOULD IT BE 


MADE UP? 

WHAT GENERAL ITEMS 

: SHOULD IT CONTAIN? 

HOW SHOULD IT DIFFER 
FROM ANY PRESS BOOK SO FAR 
CREATED? 

WHAT FIVE EXPLOITATION 
STUNTS COULD BE WORKED BY 
ANY THEATRE THAT WILL HELP 
SELL HAROLD LLOYD IN “WEL- 
COME DANGER” TQ THE PUB- 
BLIC? 

Both Harold Licyd and Paramount 
will appreciate it very much if you will 
sit down and answer briefly the above 
| questions in a letter. 

A CASH AWARD OF $25.00 WILL 
BE GIVEN TO EACH OF THE BEST 
TWENTY-FIVE LETTERS SUB- 
MITTED. 

) Also, we will promise to do all we 
can to incorporate your ideas in the 
press book on ““‘WELOOME DANGER.” 

To assist you, a brief synopsis of 
“WELCOME DANGER” is enclosed. 

Send in only five exploitation ideas. 

With best regards, 

Very truly yours, 
RUSSELL HOLMAN 
Advertising Manager 


Paramount Famous Lasky 


——_ _—— __—_-—— - - 


NEWS FLASHES! 


Boston, installed a telephone typewriter his 
the Press.” The machine was secured 

‘of the had Boston newspapers. 

qwere constantly in use from 10 30 in the morn- 

As fast as the news came i, the sheets were 

on a special bulletin board as shown m the | 


Director of Advertising and Publicity of Publix | 
; 


courts 
30 at nig 


tersburg, 


tive way 
eents of 


Manager 
Publix Florida Theatre, St 


PUBLIX OPINION, WEEK OF JUNE 8rH, 1929 


AKE IDEAL PRESS-BOOK 


"HAROLD LLOYD IN “WELCOME DANGER” 


ir views. UAUUUEREADAGEMASERAGHUUUGEGAGHSEOREGUCSSEEEEOEEEUEOTUCDUEEUALEROOEDRSEAOUE 


=; (NOVEL CONTEST 


Richard Dorman, of 


publicizing “‘Inno-| to see the amount\of advertising 
Paris” 
translation contest which instant-| operating with the theatre. 


(Synopsis) 


Jim Bledsoe, famous San Francisco cop, was both feared and loved by the 
Chinese in ’Frisco’s Chinatown. He could keep them in check when no one else 
could do- anything. Jim passed on leaving one son. Twenty years later, hell 
breaks loose in Chinatown. No one can bring the Chinese under control. A 
political reformer stirs up the situation by threatening to “get’? the captain of 
the precinct. About this time, the picture cuts back to Boston. Here we find 
Jim Bledsce’s son (portrayed by Harold Lioyd). He is everything his dad was 
not. Instead of being interested, in police work, he is a specialist in flowers—a 
botanist. This night he is shown with his girl, winning first prize at a horticul- 
tural show with a plant of his own creation. On his arrival home from this af- 
fair, Harold accidentally knocks a gun from the wall where he has his father’s 
treasures, medals, guns, etc. The gun explodes and out of a closet rush two 
crooks with their hands up. The crooks had been chased into the house just 
before Harold’s arrival, and when the shot goes off they think the cops have 
found them. The cops rush in at this moment, and of course, Harold becomes a 
great hero. “Jim Bledsoe’s son a hero” goes out over the A. P. wire and of 
course is played up in the 'Frisco papers. This story gives the captain’s advisors 
an idea. Why not bring Jim Bledsoe’s kid out to ’Frisco to put the Chinese un- 
der control? Harold is induced to leave his home in Boston, and also the girl he 
is supposed to marry. Not a love match, but one of those family arranged af- 
fairs. He starts west by train. At one of the stops he sees a girl who attracts 
him very much, but before he can get her name, etc., the train pulls out and he 
has to chase it to make it. 


Further on the way, the train has to stop for a hot box or some accident, 
and Harold goes looking for unusual flowers. Of course, the train pulls out and 
he is left behind. Then comes his meeting again with the girl who is motoring 
across the country in an old Ford, taking her little lame brother to ’Frisco where 
he is to be treated by a world famous Chinese surgeon. Eventually we get 
Harold to ’Frisco. 


The above is just hitting the high spots, and overlooks the gags and con- 
necting plot. On Harold’s arrival in San Francisco, the police captain finds him 
everything his father was not, but inasmuch as the captain has him on his 
hands, he gives him a badge and sends him into Chinatown with a flat-foot 
rookie. You can imagine the trouble they get into when they hit the under- 
ground channels, looking for the ring leader of the Chinese band which is stir- 
ring up the trouble. 


As the plot develops, one of the fighting factions steals the doctor who is 
treating the little boy, because of the campaigning he is doing to break up the 
opium ring in Chinatown which really has been causing all the turmoil. Harold, 
ready to quit at this point, can do nothing but keep in the struggle, if only to re- 
turn the doctor for the sake of the girl he loves. The outcome finds Harold, 
through his love of flowers which fosters his interest in finger-printing, uncover- 
ing the reformer as the leader of the dope ring and the one who is stirring up the 
trouble. They get around the love triumverate situation by having the girl in 
Boston wed a boy whom she loves, leaving Harold free to marry Barbara Kent, 
sister of the lame boy. 


This is very rough, but it gives you the high points of the story development. 


nent buildings, ete. The naturai| 


1ently in his lobby. ‘This pleased Oe x 
ashi : S please | of Paris” then playing 


by means of a/the company was getting by co- 


at 


lv aroused a tremendous interest 
and following in town, 


One week before playdate, a 
wire, addressed to Manager Dor- 
man, was received from Maurice | 
Chevalier in Hollywood. This | 
wire, in French, expressed Cheva-| 
lier’s pleasure in learning that his) 
picture, “Innoncents of Paris,’’ was | 
to appear so soon in Florida and} 
his interest in learning just what 
welcome the public will accord to 
his first Paramount talking and 
singing picture. He ventured the 
| hope that the people of St. Peters- | 
burg would derive as much pleas- | 
ure in witnessing the picture as he} 
/had enjoyed'in making it. | 


This telegram was reproduced | 
in the Sunday edition. of the local | 
paper under the caption, gion) 
Vous Francais?” > Then followed) 
lthe rules of the contest, whereby} 
lthe first 25 correct translations) 


| i ticket te see the picture. 


company distributed fifty of these 
telegrams around hotels, promi- 


9 


A 
a 


Manager Dorman did not stop 
curiosity attending a telegram in|there. For the first time in the 
the characteristic blue envelope; history of WSUN, the local munici- 
hit 


STAMPEDES ALL aroused much attention wherever} pally owned radio station, 

| | this telegram went. Manager Dor-;songs of the picture were broad- 
man had a six-sheet made of the| cast with announcements that they 
ST. PETERSBURG telegram and displayed it promi-| W°T¢ from the Paramount all talk- 
: 


ing and singing picture ‘Innocents 
the 
the Postal company so much that Piorida Theatre. Inasmuch as this 
Pe-| the district manager and the Tam-| procedure was a direct violation 
: x ; S - » | of the rules of the station, Dorman 
‘a. hit upon an effec-| Pa Manager came to St. Petersburg | 0! * : 8 on, 
Fia., k feels satisfied that the ice has been 
broken for future co-operative 
stunts with this most valuable 
modern exploitation medium. 


lwere td be rewarded with a free) | 


1; Because of the publicity which | ) 
} | it enjoyed, the Postal Telegram | | 


A WHOPPER! 


The six-sheet telegram from Chevalier exhibited by Manager Dor- 
man in the lobby of the Publix Florida Theatre. St. Petersburg, for 
“Innocents of Paris.” 
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IDDUN WUN | TELLING THE STORY! 

| | . | This effective ad announced the ushering in of the sweeping Publix 
Great States Summer Campaign. The layout and design made it im- 


possible for anyone who can read and who buys a paper to ignore 


WMER CAMPAIGN | a nui that a new era in motion pictures was here. 
sccceneisbchihapaigs 


22 wes re) Bw ee 


So great was the success of the “Blue Ribbon Month” instituted | 
by Publix-Great States Theatres, details of which were given in| ) 
a recent issue of Publix Opinion, that it was decided to continue | . 
the drive through the summer months by a follow-up summer cam-| | eG, Sieg ; Lj ¢ INNOCENT 
paign on “Bringing Broadway To You?” | LETTER, Mea aes & Rg RRS GA a on 
The idea being sold to,the pub-j — perso tir ererene } wy 
i 


lic is that its reception of Blue |, , min tf = =e, 
Ribbon Month has made possible MU ¥ Wis A. 


L} 
the continuation of ‘this greater | FRE: 
entertainment pelle. All tel TRAILER Ph ad 


stunts outlined for the former 
campaign, which were not as yet. 
CSE FOR SD PAA ve ahh 
AND NOW —STILL| 
|GREATER ENTERTAIN- | 


worked, will be put in operation } 
for the Summer Season Celebra- 
tion. Imasmuch as time did pies 
j aa -T~4 7 aw ] 
permit some theatres to play a eT hae 
the big hit pictures slated for MONTH WAS MEER 
“Blue Ribbon Month, se heal A “SAMPLE” OF WHAT 
ires will also SU Wh cAR AND | 
paign on these pictures wil s can In amen oe 
| THEATRES DURING 
\THE SUMMER SBASON, 


be continued. 
NOW OPENING, 


VIA THE TALKING SCREEN 
# GREAT STATES THEATRES 


HUNDREDS OF BROADWAY STARS 

7 who would never be heard in Avrora will come te you, on the TALKING SCREENS 
OF GREAT STATES THEATRES. You wil] HEAR and SEE them—not at $3.50 to 
$10 prices, bot AT OUR OWN POPULAR PRICES. And — EVERY SEAT IS A 
FRONT ROW SEAT. 
They come to you, mot via the limited scope of the stage, but vis the LIMITLESS 
SCOPE OF THE PHOTOPLAY. No intermissions, no imagining of what happens “be- 
tween scenes.” The Motion Picture, with its marvelous scope for scenic effects, depicts 
every incident, every acene. 

The Stage Is Transferred to the Screen—Broudway Comes to You 


YOU WILL HEAR AND SEE THESE YOU WILL HEAR AND SEE THESE 
GREAT BROADWAY STAGE STARS GREAT BROADWAY STAGE PLAYS 


Sac” Se aaa ese | | “The Desert Sena:” “Cogetin” “The Mat 
Cantor, Sophie Tucker, Four Mara Bros., in the Wall,” “The Green Murder Cass,” 
Fred Stone, irene i, John Barry- “Broadway,” “The Trial of Mery Dugan,” 
mere, Hackett, Charles King, “The Cocoanuts,” “The Letter,” “Madame 
Ted Lewia, Paci Whiteman, Al Jolson, ” “bie the Deck,” “Rie Rita.” “4 ~ 
Marlin . Eaton, Will Rogers, : aa ce sony” sony — 
Moran & Mack (Two Black Crows) brad (rem the stage ging “Hight. 
AND SCORES OF OTHER stick”), Florens Zingteld’s “Sheweet 
CELEBRITIES — AND NUMEROUS OTHER RTs 


Press stories, trailer copy and 
radio announcements, have al- 
ready been sent out from the of- Ono's hae 
fice of Miss Madeline Woods, Di- 
rector of Advertising and Publicity | 
for Publix-Great States Theatres. | 
In addition, Miss Woods’ vffice has 
gested ad copy on the 
paign, to run over the top | 
sular ads, with mats. Ex- 
of all this copy is repfo-} 
elsewhere on this page. 

As a result of a tie-up with the 
Brunswick record company  ef- 
fected by Miss Woods, the record- 
ing company is making a $60 
record free of charge with plenty 
of prints so that it can be run in 
all towns simultaneously. The | 
record carries the message that/ 
‘‘Blue Ribbon Month’’ was only a! 
forerunner of what the summer 
‘season, now opening, brings to} 
Publix-Great States Theatres. 

The campaign message will be 
strongly stressed on all canopy 
copy. tadio broadcasting over 
station WLS, which reaches.-all 
rural communities in Illinois will 
be made twice a day for a month. | 
‘The “Bringing Broadway To You” | 
ad shown in another column wag 
the opening gun of the cam-/ 
paign to be followed by institu-| 


tonal ads at vo top gf the regu~ | assess 
ar layout everyday. . 

cua pre cpen Pn = CONTEST BOOSTS 

One of the outstanding features THEATRE GROSS ) 

| 


| THE MARVELOUS TALK- | 
ING PICTURES WHICH 
WILL BE PRESENTED | 
DURING THE SUMMBER| 
'MONTHS FAR SURPASS 
|EVEN THE GREAT PIC- 
| TURES OF “BLUE RIB-| 


|BON MONTH.” 


‘DON’T MISS ONE OF! 
|'THEM—THEY REPRE- 
‘SENT THE GREATEST | 
ENTERTAINMENT THE| 
WORLD HAS EVER! 
KNOWN. : 


CU 


>, All These—As Well As Your Pavorite Film Stars in Additional Great Px- 
RO tures—Will Come to You During the Summer Mewths ia— 
GREAT STATES THEATRES 


Hear and See This Greater Entertainmant at 


\YOU WILL NOW HEAR! 
AND SEE THE REMAIN-| 
ING PICTURES ADVER- 
\TISED FOR “BLUE RIB-| 
|1BON MONTH’ BrTrl 
WHICH TIME DID NOT! 
|PERMIT OUR SHOWING! 

- 


1 


HN 


.% ra A) 


|-—AND. 


YOU WILL HEAR 

SEE ALL OTHER OU 
|STANDING PICTURE 
‘SUCH AS: 

‘(LIST OF COMING PIc-| 
| TURES, STARS, ETC.) 


LAs sree on Sama a 9 J 


enemies eer 


nS Se 
SES ee eee ee eee eee VEN SES Eres eee yrccewerrwes 
ne RARE ES See EEYS 


HONORED!], RA DIO 


- 
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of the campaign is a special news- |} 
paper contest to familiamze the 
public with the names of coming 
pictures. This was considered | 
very rtant because many of 

ding pictures to be 


Don Hoobler, Director of Ad-! 
vertising and Publicity for Publix-| | 
Great States theatres at Blooming | | 
ton, Ill., put over a great tie-up on| 
made from stage plays | Close Harmony” which might be) | did not permit show-| 
uve never played the/|Tepeated for any other picture in| | : P ing, will now be offered, in addi- 
ny of them, in fact,| Which two young people are! | , tion 1 hundreds of other ont- 
ing. been seen even in | Starred. é' Talki ‘ietures 
ag Moreover, a number of Hoobler obtained the original tie! 
stars featured in the talking| worn by Buddy Rogers and the} 
from the legitimate | original handbag carried by Nancy) | 
lag consequently, little; Carroll in the picture. (He got! | 
known in the Illinois towns.|’em from his own kit department 
Therefore, if interest were built up/store.) A popularity contest was . lei 
in the Ling 2 run at the local college with the ~ urg, arvey, Joliet, Kankakee 
appreciate their importance and/tie and bag as the two prizes for ; “Salle, Peoria, Quincy, Rockford | 
equently, be interested | the’ winners among the boys and | ‘ig - Streator, Spring Valley and Wau- 
who are featured in| girls. This got a lot of publicity) : kegan t the Great States The- 
: and built up business because it! | oe = tres, in these ctties, the present 
-ups will be made with the {attracted most of the college peo- : : summer season brings gre atest! 
aper and as many merchants | ple to the theatre. The votes for’ (aa ls 33 ay Stars iy ’ ‘Dian 
sible who will donate the | the contest were taken to the the-| |# ‘ tal pictures of the waar pad 
in addition, the theatre|atre and the winners were an-| |e : j Sa States Means Greate: Satara 
furnish passes and money | nounced from the stage. 4 y tad nent a 
the amount varying with ain't 
size of the towns. Emphasis | BLUE RIBBON SUNDAE 
is being laid upon the necessity | eet e's < 7 4 1 Re 
of — wogge > gr nagioc’ 7 Peoria took up the idea of Blue jaa ’ ‘Gee 
Cause the more of these obtained, | Ribbon Sundaes ugestedhh ——————— r 
the cash prizes would have to| Blue Ribbon Month campaign and ay ’ EMPTY WINDOWS 
en away. The complete|has put these sundaes into 110|,, Wouls St. Pierre, Manager of Mar :; i 
is given in detail else- | drug-stores and confectioneries | Publix-Great States Coranado Th Piese- vy ange r Howard, Publix-Groat/ 
where on this page == atre, Rockford; 11., was sion: lyin, Showms t Chicago! 
Another outstanding feature} box will be run alongside of the | honored by. the publication of the!,..... 40” | @ letter of} 


; 


DERE ERT AIR EE 


BRE ARORA, 


. : hea o¢ netic Py “se s by a : { rratu ns ‘Om : : 

polic on wile 1 rg tok bi roe ses listing every item of the pro-| American Business Club. the ull] Chem) A iD a 
Olicy, Particularly adaptable in| gram, as shown elsewhere on thi | ¢: Wit moder of Commerce for the 

7 sepbprpen 1B vig sar Geet ‘M18 | title page of w Was devote re: Ce 

all sound houses, of selling the | page. | his we Lea rf ’ $i : in which he deeg-} 

complete program in detail so that | These are only some of the high | «.<:; “re uader the caption: wo empty a? 


I 


the impression is given of a long |lights of the summer campaign | We Point With Pride To. gs il 88 section. 

and pretentious program despite| which includes high power exploi- | followed by a story of his attain-| hese windows were dirty and 
the elimination of a stage show. |tation of individual pictures ang | Ment and service to the commun-| " ive and the stores have 
Even where there is a stage show, the concentrated application of|ity. Another example of the eg.| 2€@N Vacant for sometime. Mr 
this plan is advocated. The idea|every publicity and exploitation |teem with which the representa. arore made arrangements with | 
is to hammer on “Bringing the | stunt known in the annals of show | tives of Publix and its afiliations|,.q -""*"® to clean the windows | 


Stage to the Screen.” Usually, , peel. and put in displays of 
gE Usually, a| busineem., are held in their communities. itractions. displays of coming at~|' 
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AKE HIT SONGS Sa 
” SURVEY cHOWS BALLYHOO PAR EXCELLENCE! © 


Nearly 200 of these pictorial posters measuring 12 by 14 inches were distributed all over the city by 
Me eings Are made today by motion pic- | Manager Robert Hicks of the Howard Theatre, Atlanta, Ga., and placed in conspicuous places—such as on the 
Me Mat of hit songs proves this an eg a | || cash register or in the front window—by store pro. ors. These cards are placed in the regular frames sup- 
‘gre movie Tee Almost leawh aMtathiae | plied by the Paramount exchange. This is done WITHOUT passes. The card is an eye-catcher for other 
play has a song hit in it. Talk about merene 3 : - 
don’t call them theme songs. When you 


MEANT FOR ME” and “WED- 
DING OF THE PAINTED 
DOLLS.” | 


| 

Have you- heard “SLEEPY 
VALLEY” and “RAINBOW 
MAN” both movie hits from| 
“The RAINBOW MAN?” They 
are being broadcast every night. | 
“OLD MAN RIVER,” “CAN'T | 
HELP LOVING THAT MAN” 
and “LONESOME ROAD” are) 
great tunes from ‘“SHOW-)| 
BOAT.” 

“VY LLALWAYS BE MOTHER'S 
BOY" is Mort Downey’s movie | 
hit in “MOTHER'S BOY.” 

“THE DESERT SONG’ and) 
“ONE ALONE” are great sangs| 
in the “‘DESERT SONG.” 
“GLAD RAG DOLL” was a big| 
hit long before the picture was | 
released. 

“I'M ALL A-TWITTER” from 
“OLOSE HARMONY” stepped 
out without any help and is now | 
among the movie hits of the| 
day. 

Add to this list such great 
songs as “WHEN MY DREAMS | 
COME TRUE,” Lrving Berlin’s | 
hit tune from COCOANUTS; 
“DADDY WON’T YOU PLEASE 
COME HOME” from “THUN- 

| DERBOLT"’; “DO SOME- 

ag | THING” from “NOTHING BUT 
- 7He WORLD) THE TRUTH"; “PAGAN LOVE 
lone by Maurice) SONG" from “THE PAGAN; 
“INNOCE! OF) and “I HAVE NEVER SEEN A 
le hit too. SMILE LIKE YOURS” from 


he “BROADWAY “ALIBI.” ; R 

s made three If you don’t get behind these Fe] 
BROADWAY movie hits you will be missing , 

Ye | a PU 


"YOU WERE! sa big bet. 


LIX THEATRE CORPORATION — SAM KATZ, President 


— AND THANKS! 


your theatres and attractions that the other fellow 
to get, if you know how, and have the courage 

the as PUBLIX OPINION has often told you. 
of the truth of this statement is furnished 

, of the Metropolitan Theatre, Houston, who 

Sait along to Jack Chalman and M1 Reed, of the 
a : department. A tieup with the Phenix 
was made on “Coquette,” and the milk com- 
25,000 heralds, which they paid for entirely 

tu ‘dairy wrote to Mr Reed; who made the con- 
an! him for the opportunity to the up their 
Bood-will and attention-getting value possessed 


A so 


yaeet 


#Yy; 


Swritten to Mr. Reed by the Advertising Manager 
Cor y, was forwarded to PUBLIX OPINION by 
. and is reproduced in the hope that it will be ter : 
“everyone in Publix. ae i 4 
apy Scene from “Nething But the Truth,” the Paramount all-tatking 
farce in which Richard Dix will make his debut on the talking 
screen at the Howard starting April 15. In the scene (left to right) 


| THE PHENIX DAIRY | Mr. Dix, Madeline Grey, Ned Sparks and Louis John Bartels. 
_ 


: " : MILK ; 25¢ £3 tet sonvas Sunline 1 2 
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| OPENING D AY OF “Tt is conceded that the theatre pPeoor eee ogee ePPPYPPPILYL PPP PPRT EER ET ERE TERE 


lobby is the natural place to sell 


music,” declared Herb Hayman,|= TIQ TT | 
MUSIC eee IS Director of the Music Sales Dept., | § E UE E! 
: ‘because people are more apt to |x -_- 
SEs writer finds it « pleasant and profitnuns ) A SELL-OU buy sheet music or records while |§} It is imperative that PER- 
a ponte Warious aivertising oot ne ee ear i the tune is still fresh in their aya 


to the peenes of me ye nayene tg ae teak tian ‘Theathe. en minds. We create the plug in the 
f 41 the honors ¢° id e etropolita ’ A = oe | 
month o Re dene ean little double-play Dp theatre and we are doing our pa- | 


hood ton, has opened its permanent): ons a service in offering them the |§ 
ea proposed and executed a scheme which music sales booth in the lobby. songs to take home which they 
contact men, and incidentally the 260 families ; af h just heard 
our firm to fee) kindly toward the Publix All popular sheet music, phono- | have just heard. 


we took pleasure in distributing 25000 leaflets graph records and photoplay edi- “Tying in the use of the Publix | 
words concerning last weeks bill at the tions of the motion picture story stickers (pictures of which appear- | 
carried a clean and in book form are offered for sale ed in a former issue of Publix | 
important. We all regularly each week. Opinion), we are placing a per-| 
“esreeaed eget ge ee reas Th sna attraction on the manent theatre ad in the home of | 
theatre. ou ge e Pp "e v 
Sisicar Ss Sia jecth gett [opening day was A HOLE IN THE |Shect muses 
can eee i WALL, which od no paragon ) 
ofcourse, a Gamper on the nox companiment. However, the DISTRICT MANAGERS SWITCH | 
a SUC eae soy unit THE THEME OF LOVE has — oe] 
‘ & clean joke about « prenius pyenig a specially written song entitle Nate Frudenfeld and Everett! 
to pull the wagons, , oF ner athe THE DREAM OF MY HEART. To| Cummings, district managers in| 
Leaghed and contin . | aemonstrate what can be done iM| the Towa-Nebraska division; have 
‘4 6 the attitude of the Publix Theatres the way of music sales ina theatre | heen switched to eaclf other’s ter-| 
CA Savery Se ee is asuatons lobby, , — drain bey a ritory in order to give each zone) 
bd y : been heard before in the the benefit of the showmanshi 
fe°ene biggest thing « publicity man Boston, created so many sales on | of each of these men. Mr. age Ho compelled to strike from the 
the opening day that Manager S. J. |} tela) now has charge of Cedar screening list the names of 
Barutio wired the home office on| Rapids, Moline, WaterJoo, Daven-|§} those who persist in violat- 
Saturday for an additional supply.| port and Rock Island, while Mr./§ ing this rale. 
sania The 100 copies which he had on} Cummings has charge of Des/§ William Saal 
ae iene hand had been practically sold out | Moines, Omaha, Sioux City, Coun- |} 
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FECT QUIET be maintained 
in the screening room dur- 
ing the run of a picture. § 
Side comments and wise- 
cracking distract the atten-, jR 
tion of those who are as- 
signed to judge the value of 
‘tthe production im so far as 
it affects our theatres. Pro- 
ducers, with whom we do 
business, give us the privi- 
lege of previews so that we 
may arrive at an unbiased 
opinion of their product — 
it is only fair that we give 
it our undivided attention. 

In the future, we will be 
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Cordially yours, 


| have COMPLETE INFORMATION about yo 


ur merchandise before you can sell it. That 


A. M. BOTSFORD, Director of 


ammunition. This means that your file cabinet is complete and up-to-date on all attractions. 


“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 
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OUR PUBLIC PRESTIGE 


Fifteen years ago when the movie theatre was publicly regarded 
as something slightly above the saloon, in ‘the estimation of social 
lights and other moulders of opinion, Balaban & Katz, struggling 
theatre operators of Chicago, launched the idea of flabbergasting 
their patrons with service, luxury, comfort, convenience, and arch- 
itectural splendor, as well as entertainment. Every effort was made 
to give the public the ytmost in money’s-worth. All this was told in 
advertising. 

The wits and half-wits of that day who derisively predicted 
bankruptcy, found great and humorous ;sarcasm in laughingly ex- 
ploiting the fact that a 50-cent patron was made to feel as im- 
portant as a dowager-empress or a brigadier-general. 


The public approved, however, and the Balaban & Katz circuit 
prospered until it became world famous for its sensationally high- 
standard of square deal and polite theatre operation.’ With those 
theatres, and others owned by Paramount, as a nucleus, Publix was 
formed. Other successful chains of theatres, which approximated 
Balaban & Katz theatres in the philosophy behind their operation, 
later joined with Publix. That was five years ago. Now Publix 
covers the United ‘States—with the same ethical, intelligent and 
energetic idealism as its motivating force—strengthened a thousand 
fold by the integrity, intelligence and energy of the most experi- 
enced showmen in the business. 


Recently the Saturday Evening Post devoted an article to thea- 
tre operation. Some credit was given to our opposition which, 
perhaps, irritated the pride of some of us. The irritation should be 
forgotten, however, in the pride of knowing that it was Publix that 
led the way and maintained the pace which others are laboriously 
endeavoring to imitate. 


LABOR PAINS 


“Labor Pains!” 

It's a favorite expression used by Mr. Katz, who unwittingly 
is adept at coining short and graphic phrases. Invariably the words 
are well chosen, and exact in meaning. £ 

Mr. Katz refers to “labor pains” not in an obstevrical sense but 
to describe the mental and physical agony one suffers in the crea- 
tion of an idea, and the fatigue, terror, and pain that accompanies 
the idea into reality.. The breathless and excruciating torture of 
creativeness, with subsequent ineffable joy in completing the struc- 
ture from the plan, is similar, however, in the birth of everything 
in nature, whether a nameless, unwanted waif , or a successful sales 
campaign for an attraction. 

Every day in every phase of theatre operation where the hall- 
wiark of success is seen, you may be sure that the “labor pains” 
of a great many of your associates in Publix brought it about. If 
that success is maintained, and increased, it is due to the poignancy 
of your own “labor pains.” If not, then you should examine your- 
self to see if you're healthy. Maybe what your operation needs is a 
new gland. ‘ 


an ~sthnteonem 


“In the present stage of human development, with the stone 
age only 12,000 years behind us, moving pictures are by far. the 
greatest force in education. In one hour they can teach the young, 
through the eyes, more than printed books or oral lessons could 
teach in a month.” ~-ARTHUR BRISBANE 
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BULLETIN No. 18 

After a sound installation has 
been in operation for a period of 
time it is inevitable that certain 
imperfections in various parts of 
the equipment will arise. Trouble 
will then only be prevented by a 
trequent, close and careful check 
of each part of the apparatus. | 

All soldered connections, espe- 
cially in parts subjected to vibre- 
tion should be examined and even 


though they appear to be firmly 
connected should be gently felt to| 
see if any looseness has developed 
in the joint. It frequently hap- | 
pens that loose connections are | 
discovered in this manner al-| 
though outwardly they eppeared | 
to be perfect. The foregoing is 
particularly true of the connec- 
tions in the Movietone amplifier | 
attached to the projector. 

It is also highly important, if | 
proper operation is to be assured, | 
that the Movietone amplifiers 
hang free and clear from contact | 
with the sliding cover of its en-| 
closure. A contact with the cover | 
will be made if oil is permitted to 
;Seep into this amplifier as this 
causes warping of the rubber sup- | 
porting pad, which forces the | 
amplifier upward. When in con-| 
tact with the cover much noise is| 
picked up from the vibrations of | 
the projector and passed on/ 
through the stage horns. When! 
warping of the rubber pad is/| 
noticed an immediate requisition | 
should be made for replacements | 
of this part. . 

The horn cables on the stage 
should be periodically examined, 
(at least weekly) to see that the 
handling and dragging about the 
Stage has not weakened the con- 
ductor or outside insulation, par- 
ticularly at the points where cable 
comes from stage floor pockets or 
is subjected to sharp bends. It 
is recommended that, wherever 
practicable, stage floor pockets | 
should not be used but the horn | 
cable.run directly from “RB” box | 
to horn receivers, eliminating the | 
horn plugs entirely. Every con- | 
nection thus eliminated reduces | 
the possibility of trouble. It is ad-| 
visable to suspend the horn cabie! 
overhead and not allow it to come, 
if contact with the floor. “Ty- 
rex’’-4 conductor, No. 16 gauge, is 
recommended for this purpose, 


Wherever Horn plugs must be 
used they should be examined to 
see that all conductors are tightly 
connected, also that fibre pin has 
not been lost or broken which 
would allow plug to be connected 
in reverse manner resulting ‘in 
damage to horn receiver. 


The proper size of tuse must be | 
used in its appointed place, the | 
fuses in “B”’ box should never de 
larger than 3 amperes in order to 
properly protect the remaining cir- 
cuits therein. If a larger fuse | 
were installed trouble developing | 
in that circuit would draw the) 
current from the remaining horn 


to blow 
fective the 
the | 


upd 


Spare fuses of all sizes should | 
be kept in Projection Room at all | 
times and spare 3 ampere fuses in | 
“B” box on Stage available for 
quick replacement, ) 
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